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a tidy number 
all told 
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ADVERTISER'S WEEKLY 


Press Council and 


refusal of ads. 


Sik,—In your report of the 
Press Council's meeting Uuly 23) 
you state that my request for con- 
sideration of my evidence was 
answered by them saying they 
“endorsed the view already ex- 
pressed by the Royal Commission 
on the Press saying a newspaper 
has a right to refuse advertise- 
ments contrary to its standards or 
objectionable to its readers.” 
The Council, however, omit ref- 
erence to what the Royal Com- 
mission wrote just before that, 
viz. “This right should not be 
exercised arbitrarily;” and fol- 
lowing, “We consider it entirely 
wrong for a newspaper to boycott 
a particular advertiser arbitrarily 
and for persona] reasons.” 

By forgetting these two sen- 
tences the Press Council shelve 
examination of instances | cited 
of arbitrary and personal refusals 
of advertisements by certain of 
the national press I asked them 
to consider, 

Marie C, Stores. 
Norbury Park, 
Dorking. 


Comparisons in 


newsprint costs 

Sir, Comparisons in the cost 
of Canadian, Scandinavian and 
British newsprint have been made 
from time to time. It is not al- 
ways appreciated, however, that 
such comparisons are usually 
made on the basis of the respec- 
tive quoted prices, and do not 
always include additional costs 
which are needed to make a com- 
parison on an equal basis, 

In order properly to compare 
the delivered cost of newsprint 
from various sources of supply, 
there must be taken into account, 
in the case of imported news- 
print, the actual cost of delivery 
from the port of entry, the cost 
of storage and the fact that pay- 


A good product gets the right audience in 


To The Editor. . 


ments for imported newsprint are 
generally made at the time that 
the paper is shipped from mills 
overseas and often a long time 
before it is delivered to U.K. 
publishers, whereas, in the case 
of British-made newsprint, the 
price is inclusive of all delivery 
charges, in addition to which it is 
customary for the consumer to 
be given a full 30 days’ credit 
after delivery has been made to 
him. 

Taking these factors into ac- 
count and making appropriate 
allowance for the difference in 
weight, and therefore in the yield 


THIS WEEK 
Series on silk screen printing 
begins—page 246. 


NEXT WEEK 
“Researcher” examines reasons 
for the growth of market 

research. 


of printed copies, between im- 
ported paper and that of home 
manufacture, it is computed that, 
following the recent reduction in 
price, the approximate average 
cost to the consumer is, in round 
figures: 


per ton 
From British 
ae 
From Scandinavian 
EE inc cus aes ae Oe SD 
From Canadian 
SONNE ike dei cscs oe ee 8 
G. BRCKETT. 


Chairman, 
The Association of Makers of 
Newsprint. 


The gentle giant 

Sik,—In your issue of July 23 
you referred to the sad death of 
A. V.S. Roncoroni. Your obituary 
mentioned his activities in the ad- 
vertisement manager field and 
also his war record, which was 
indeed a good one, 

However, you omitted one of 
his great achievements, namely 
his gaining of a number of In- 
ternational Rugby Caps for Eng- 
land. His clubs were Richmond 
and West Herts and he played 
against Wales, Ireland and Scot- 
land in 1933. 

It is said of him that though 
built like Carnera, the famous 
boxer, he was a gentle creature, 
and to stimulate him to give of 
his best on the Rugby field, his 
own team had frequently secretly 
to “punch him where it hurts” 
to raise his spirit to the appro- 
priate aggressiveness. 

GEORGE WARDEN 
Armstrong-Warden Ltd. 


All Enquiries to Head of Advertisement Dept., B.B.C. Publications, Broadcasting House. Portland Place. London W.1 


Type reference 


sheets 

Sir,—A long felt need in the 
advertising business is the pro- 
vision of a standardised series of 
type-reference sheets, covering 
the main faces from al! important 
sources Most designers find 
themselves snowed under with a 
miscellaneous collection of type- 
books and leaflets, and seek in 
vain for a compact but complete 
record system. 

We feel that the main type- 
founders might well explore the 
possibility of a simple, standard- 
ised form of sheet. The sheets 
could be issued at frequent inter- 
vals and could be filed by recipi- 
ents for easy reference. 

Such a scheme, we suggest, 
would be advantageous to all 
concerned, not excluding the 
type-founder, for whom it would 
constitute valuable publicity. 

We shall be most interested in 
any comments your readers may 
offer. 

W. A. Epwarps. 
R. C. FRANCIS. 
Publicity Department, 
Benford Ltd., 
Warwick. 


Local contacts with 


. 
retailers 

Sir, A national advertiser 
wants retailers to support his cam- 
paign with a corresponding adver- 
tising effort of their own. He 
offers free blocks for local adver- 
tising and sometimes he will pay 
part of the costs of space. He 
advertises his offer in journals 
which the retailers read and some 
of them send for the blocks and 
put them in the local paper. 

This is a familiar marketing 
sequence, but there is a missing 
link which can be added simply 
and effectively—and it can bring 
in Many more co-operating re- 
tailers. 

For, if the advertiser's aim is to 
persuade retailers to put his ad- 
vertisement in their local papers, 
why does he not enlist the support 
of those papers? They all have 
representatives in daily personal 
contact with retailers—amen and 
women who are not only skilled 
in selling advertising but who 
have the best of reasons for pro- 
moting it energetically. What is 
more, they are everywhere. 

The Newspaper Society is only 
too pleased to be able to help 
advertisers and agents in this 
matter. Each month we circulate 
to local newspaper advertisement 
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The Listener 


PRESENT WEEKLY NET SALB 134,000C 


executives throughout the country 
a news bulletin entitled Talking 
Points. We shall be glad to in- 
clude advance details of any cam- 
paigns which call for local adver- 
tising by retailers. We can include 
proofs of advertisements for 
néwspaper representatives to 
carry. 

Of course the help that we can . 
give will not take the place of the 
normal advertising to retailers, or 
of the advertiser's own local ad- 
vertising. But it can supplement 
these most usefully. 

R. W. GRUNDY. 
Information Officer, 
Newspaper Society. 


- 4 
What’s in a name: 
Sirn,—I have been most in- 
terested to see the correspondence 
“sparked” by my old friend (pro- 
tagonist?) Robert Caplin, and I 
would suggest that in view of the 
way an advertising agent gets his 
remuneration the correct name 
for the profession should be “Ad- 
vertising commission agent.” 
One could, of course, develop 
the analogy further with refer- 
ence to the gambles they under- 
take on their clients behalf, etc., 
but although the name is not 
really one of those nice short 
words that every advertiser likes, 
the phrase I think is indicative, 
which is surely always desirable. 
A. S. J. PAINTER. 
Managing Director, 
E. R. Howard Ltd. 
* * * 


‘Publicist’ 
Sirn,—Surely an extension of 
the use of ‘publicist’ would solve 
our problem? 


K. C. REA. 
Director, 
F. W. Sears Ltd. 

This diverting correspondence 


must now cease. Other suggestions 
received include “Sales Producer,” 
“Advercate” and “Advertician.”— 
Editor. 
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“Do you think I might have a 
Uttle whishy instead 1 should prefer 
White Hore if you have iu.” 


ADVERTISER'S WEEKLY 


What the Tycoons saw... 


WORLD 
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Television Space for Sale 
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...1n their favourite paper 


ISE advertisers, like the distillers of White Horse 

Whisky *, are using premium positions in THE 
ECONOMIST — like this. They know that tycoons in their 
offices are concerned with capital and consumer goods 
for the companies they control; in their homes, with 
the amenities of life that contribute to their private 
pleasures. Many distinguished advertisers and their 


agents choose THE ECONOMIST as the quickest, most 
economical means of reaching the men with money 
to spend . . . the men who find the advertising 
pages of THE ECONOMIST as reliable a guide to the 
good things of life as to the latest capital equipment. 


*C. W. Hobson Ltd are the advertising agents of White Horse Distillers Ltd 


The Economist 


22 RYDER STREET 


* LONDON SWI 


* WHITEHALL 1511 
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Lives long and 


Leads in the quality field 


Long after next Month’s issue of 
WOMAN’S JOURNAL is on sale, the current issue will 
still be very much alive. Its rich abundance of good reading, 
its profusion of magnificent artwork, continue to reveal fresh treasures 
the more they are explored. WOMAN’S JOURNAL is the 
Quality leader that is never really laid aside. It gives your advertising 
the opportunity of being thoroughly absorbed. It gives 


your campaign its essential continuity. 


WOMANS JOURNAL 


The Austoctat of Monthly Joutnale for Women 


PAGE RATE £350 


AN A-P PUBLICATION 


A. W. BURNETT, Advertisement Director, THE \MALGAMATED PRESS LTD., THE FLEETWAY HOUSE, LONDON, E.¢ 4 CENTRAL 8o8o 
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screen-print 


for publicity to 
boost productivity 


HE Government is to spend £188,100 on publicity to 


encourage increased 


productivity. 


The money is derived 


from “Counterpart Funds” allocated to this country by the 
United States for economic aid. 


In all, the Government will 
spend over three million pounds 
on an advisory service, research, 
education and training, short 
term loans to industry and agri- 
culture and on_ publicity—all 
aimed at stepping up production. 


£90,000 WILL BE SPENT ON 
FILM PRODUCTION. 

The greater part of this will 
be given to the British Produc- 
tivity Council to assist in the 
production of films on general 
and particular subjects in the 
field of industrial productivity. 
Some films will also be made on 
the application of research results 
and others will relate specifically 
to labour relations, agriculture, 
and the building industry. 

In addition, an allocation is 
being made to the Central Office 
of Information for increasing the 
number of prints in the Central 


Film Library of technical and 
training films in demand by 
industry. 


£22,400 WILL BE SPENT ON 
PUBLICATIONS. 


This has been allocated chiefly 
to the Department of Scientific 
and Industrial Research for the 
preparation of technical digests 
of articles appearing in the tech- 
nical press, and ithe preparation 
of brochures on technical intor- 
mation services; and to research 
associations for the preparation 
of technical publications, 

In addition, an allocation is 
being made to the Ministry of 
Works for the preparation of 
technical publications giving the 
results of scientific research and 
new development in_ building. 


The British Productivity Council 
will also receive a grant for the 
publication of follow-up reports 
visits 


on the of productivity 


teams to the of 
America 

A further £76,000 will be spent 
on other projects to give publi- 
city to techical development. It 
will include assistance to the 
Ministry of Agriculture and 
Fisheries’ local publicity com- 
mittees. 


United States 


Government earmark £188,400 


:;CHLOROPHYLL: 
EVIDENCE IS 
BEING SIFTED 


With increased expenditure 
: planned for products contain 
sing chlorophyll in the autumn’ 
: campaigns, the sub-committee 
sappointed by the Advertising: 
: Association's advertisement in-3 
: vestigation department is tos 
sspeed up its inquiry into thes 
claims made for chlorophyll, 

Leslie W. Needham, chair- 
sman of the AJ.D., said the 
s evidence was still being sifted, 
sand it was too early to an- 
:nounce a definite date for the 
: publication of its findings. 
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Kemsley support for “Two Freds’ 


match: NAGS, 


Kemsley Newspapers, Ltd., are 
going to print, free of charge, the 
programme of this year’s “Two 
Freds” cricket match in aid of 
N.A.B.S 

This generous gift is offered in 
a letter from the Hon. Lionel 
Berry, deputy chairman, who 
writes: “We shall be very happy 
indeed to help. . . . 1 wish you 
every success in your efforts, and 
hope that the “Two Freds” match 
this year raises a record amount.” 

Among the latest supporters of 


too, helps NABS 


the 1953 programme, _ the 
coloured cover of which has been 
specially designed, and given, by 
Fougasse, are the golfers of the 
advertising and publishing worid. 
A contribution has been promised 
by the Newspaper & Advertisers’ 
Golfing Society, 

The match takes place at the 
Hurlingham Club on Wednesday, 
September 9. More support for 
the programme, more “incen- 
tives” for the cricketers, more 
goods for the auction are still 
needed. Please help! 


PR AGENCY 
SPLITS UP 


Alan Campbell-Johnson has 
resigned as joint managing direc- 
tor of Campbell-Johnson & Swar- 
brick Ltd. to set up his own P.R. 
agency. Lady Tweedsmuir, 
another director, has also resigned 
to join him in his new organisa- 
tion, Campbell-Johnson Ltd. 

Tom Swarbrick, joint manag- 
ing director, is remaining at the 
agency's Brook Street offices and 
will operate under the name of 
Thomas Swarbrick Ltd. 


*See Stop Press on back cover. 


‘Com petition to 


be keener 


“Competition in the periodi- 
cal field is becoming keener, with 
consequent larger expenditures to 
be faced,” says Sir Frank Newnes 
in his chairman's report to be 
submitted at the annual general 
meeting of George Newnes Ltd. 

Reviewing a year during which 
results constituted a record in 
the history of the company (for 
the first time the trading profits 
of the Group had passed the 
million mark) Sir Frank states 
that revenue from both sales and 
advertisements had set up new 
records. 

Commenting on the “further 
remarkable progress” of Woman's 
Own he mentions its advertise- 
ment revenue has kept in step 
with its advances in circulation. 


MUNICIPAL JOURNAL 
Public Works Engineer 


and CONTRACTORS’ GUIDE 


the only technical 
weekly reaching 
every department 
of the £1500 million 
local government 
market. 


3 Clements Inn, W.C.2 
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London planners approve 
street map guides 


Outdoor drive 
for savings 


The Queen's personal stan 
dards of England, Scotland, 
Wales and Northern Ireland, to- 
gether with the respective 
national flower emblems, super- 
imposed on a large map of Great 
Britain, are featured in appro- 
priate colours in a 43 ft. by 14 ft 
advertising display which More 
O'’Ferrall Ltd. are erecting for 
the National Savings Committee 
on many sites throughout the 
country, including Manchester, 
Birmingham, South Wales, and 
South Coast towns 

This giant display sign carries 
the slogan “Invest in Britain 
Through National Savings.” In 
many cases it will be floodlit at 
night, and fronting the sign wil! 
be an ornamental garden for 
which Garden Creators, Ltd. of 
London, who have done similar 
work on sites in Piccadilly, 
Knightsbridge and the Strand, 
will be responsible. 

The design of the display is 
based on one of the Coronation 
posters issued by the National 
Savings Committee, 


Whitbread’ s 


new drink 


Whitbread are planning a 
publicity drive to introduce a 
new drink, Chandy, which is 
being tested in their tied houses 
and off-licences. 

Chandy has been manufactured 
to offset the effects of the grow- 
ing competition from the soft 
drink trade. It is, in fact, a 
bottled shandy selling at 8$d. a 
bottle. It is made from lemonade, 
produced at the Chislehurst 
Mineral Water Co, works which 
were recently acquired by Whit- 
breads, and from the company’s 
own beer, 

Although the campaign is still 
in the planning stage it ts antici- 
pated that the appropriation will 
be large. 

The new drink is reported to 
be popular with licensees as it 
saves time in mixing shandies. 


‘Survey Comet’ ends 
A and B system 


Announcing the end of its A. 
and B. system for classified adver- 
tisements the Surrey Comet stated, 
in a leading article, “This return 
to pre-war custom will be warmly 
welcomed by advertisers and 
readers alike.” 

Its editorial, headed “Freedom 
at last,” heralded the removal of 
newsprint restrictions so that loca] 
papers “may publish as many 
pages as are demanded to give as 
good a service of news as possible, 
and to meet the needs of adver- 
tisers.” 
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Map guides, flanked by 
—- registers of business 

firms, are to be installed by 
Frank Mason & Co., Ltd., in 
the City of London and in 
Westminster. 

A Norwegian invention, for 
which Mason's are the conces- 
sionaires here, the maps enable 
one to pinpoint, with the aid of 
control knobs, the location of 
business houses, professional 
men’s addresses, offices, shops, 
factories, etc., whose names ap- 
pear in the register and profes- 
sional index, as well as railway 
stations, post offices, and police 
stations. A current events panel 
gives information about cinemas, 
theatres, historical buildings, 
night clubs, restaurants, concerts, 
and public meetings. ‘The panels 
will be erected on the pavements. 

Price for having one’s name in 
the trade register incorporated in 
the guide is a few shillings a year. 

Among the outdoor City sites 
will be St. Paul's, Roval Ex- 
change, Lothbury, and Bell Yard. 

Westminster City Council town 
planning committee has agreed to 
the display of the guides in 25 
places, including Piccadilly Cir- 
cus, Leicester Square, Marble 
Arch, and Victoria Embankment, 
on the ground that they will be 
welcomed by visitors. Requests 
for eight other points were re- 
fused for town planning reasons. 

It is understood that the guides 
will also be installed at the 
B.O.A.C. offices in Victoria, the 
Midland Bank, Waldorf Hotel, 
United States Embassy and the 
700, : 

Leading provincial cities and 
towns are expected to allow 
many installations. 


ISMA final 


exam results 


The following students have 
passed the final examination of the 
Incorporated Sales Managers’ Asso- 
cimtion: 

A. H. Davies (Pickup Medal and 
first distinction), N. J. Bell (second 
distinction), R. H. Alder, D. G. 
ng ag G. R. Badger, C. J. Bar- 


rett, Bartram, A. H. Beck, F. G. 
aml F. L. Bennett, R. H. Bill- 
son, R. Blurton, E. Brining, 


John Burton, R. Chalk, K. H. Clark, 
H. W. Clement, T. B. Collins, P. 
Qlairon D’Haussonville, S.A. 
Copley, E. Faugel, V. Fennelly, 
Cc. W. Flatman, G. M. Flello, G. R. 
Ford, D, J. Grew, J. D. Hall, W. D. 
Harrison, K. Hasler, M. 
Hawkins, R. T. Hobden, B. H. 
Holmes, Z Howell, J. Ss. 
Humphreys, D. F. Imbush, W. 
Jackson R. O. Johnson, S. C. 
Kaushik, T. Kennedy, S. Metcalfe, 
John P. Mills, G. Morley-Jones, 
N. S. Nesbitt, A. F. Nichol, J. S. 
Pickard, D. L. Pollard, P. Prebble, 
L. Rogers, N. C. F. Satow, C. FP. 
Schwab, D. W. E. Segar, EE. A. 
1; im |. D. R. Smith, L. E. "Smith, 

L. Summers, A. C. Taylor, fs 
a. on, H. W. Thompson, i 
Young. 
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Believed to be the first “3-D” 
this card, 
from the reverse side. 
Henry Hildersley Ltd. 


Designed by Spratt's Patent Lid., 
1.100 of the cards will be displayed. Spratt’s agents, 
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SPRAITS 
BOMO 


View SPRATIS DOG (AKDS for the BICCER BREF 


SPRATTS BISCUIT DOG FOODS 


—and London Transport 3D tube cards 


roof card to be used on the Underground, 
printed in eight-colour offset litho, 


has the biscuits embossed 
and printed by 


Willings Press Service, placed the contract. 


Publicity for poultry and eggs 
£5,000 a year challenge issued 


LUCKY 13TH 


Playing at Burhill on 
Saturday, A. W. Burnett, ad- 
vertisement director, Amal- 
gamated Press, did the 13th 
hole in one. 

Distance: 156 yards. 


‘Surf’ offer 


is opposed 
in Bristol 


Levers are making a new offer, 
on a national scale, for Surf. Two 
family-sized packs, banded to- 
gether, are being marketed at 
2s. Ild. instead of the normal 
price of two for 3s. 10d. 

The agents, Lintas Ltd. are 
using the normal Lever schedule 
of large spaces in national news- 
papers, provincials, London even- 
ings and local weeklies 

Meanwhile three retail trades 
in Bristol have been warned by 
their respective associations re- 
garding the possible loss of profit 
if they sell “branded” Surf. 

Bristol and District Grocers 
and Provision Dealers Associa- 
tion decided to refuse Surf under 
these conditions. A letter sent to 
all members was also delivered to 
officers of the ironmongers, and 
the oil and hardware associations, 
who had conies made for their 
members. The letter claims that 
retailers lose 25 per cent of their 
proper profits if they participate 
in the scheme. 


Putting their shirt 


on the advertisement 

The advertisement of the North 
Wayne Tool Co., Maine, that ap- 
peared in the July 4 issue of the 
Canadian Hardware and Metal, a 
fortnightly trade journal, concluded 
with this paragraph: 

Attention, F. J. 


Leonard of 


Leonards Hardware, Lakefield, 
Ontario. Did you read this adver- 
tsement! If so, we'll send you a 
famous Hathaway shirt absolutely 
FREE. Just let us know your shirt 
size, 


The future of collective pub- 
licity for eggs and poultry is in 
the balance. 

Because of insufficient financial 
support, Poultry and Egg Publi- 
city (PEP), the organisation which 
for 24 years has been stimulating 
retail sales for the products of 
the industry, is in danger of clos- 
ing down. 

In 24 years only £4,500 has 
been raised -- £1,000 of it from 
the poultry industry's contribu- 
tions. Now PEP has issued a 
challenge. Unless an annual in 
come of £5,000 can be assured 
the venture must end 

As a “final chance” to the in- 
dustry, advertisements have been 
inserted in the farming and 
poultry press asking readers 
“1.Do you want publicity for 

eggs and poultry? 
“2.Do you want PEP to do the 
job? 

“3. Are you prepared to give 

financial support?” 


Tying up with 
carpets drive 


Trade journals and magazines 
will be running special features 
tying up with Carpet Fortnight 
(September 26 to October 10), 
organised by the British Carpets 
Promotion Council. 

On October 3 Picture Post will 
announce a carpet colour com- 
petition with a double page 
colour feature. Readers will be 
invited to select the right carpet 
colour for a series of rooms and 
to write a carpet slogan. Carpets 
to the value of £750 will be 
offered as prizes. A Picture Post 
showcard will be distributed to 
retailers along with other Carpet 
Fortnight display material, 

Furnishing will publish a Carpet 


Fortnight supplement in their 
September issue. 
The October issue of Hotel 


Management will include a sup- 
plement devoted to contract car- 
peting. 

C. J. Lytle (Advertising) Ltd. 
are thandling publicity for the 
promotion. 
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Competitive |'V 


— HINT FROM 


programme MR. GAMMANS 


NEW PROPAGANDA 


DRIVES CONFIRM 


THE GOVERNMENT’S DETERMINATION 


Further proof is provided 
this week of the Government's 
resolve to go ahead with its 
plans for allowing competitive 
television. 

In the House of Commons the 
Assistant Postmaster - General 
(L. D. Gammans) has stated that 
the Government is not committed 
to giving the B.B.C. facilities for 
a second television programme 
before it has provided the B.B.C.’s 
rivals with a first television pro- 
gramme. 

The Conservative Central Office 
has issued a hard-hitting pam- 
phlet-—“There's Free Speech! Why 
not Free Switch?”—which insists 
that “The case against competi- 
tive TV is really a vote of no 
confidence in the character and 
judgment of the British people.” 

Six issues 

Listing six issues at stake, the 
pamphlet claims that: 

The principle of freedom is at 
stake. 

There is no suggestion of inter- 
ference with the B.B.C. 

If the arguments based on 
ahuse and bad taste were ec- 
cepted, there would be censorship 
in every other walk of life where 
freedom now reigns, 

The B.B.C, would benefit from 
competition, 

Competitive 
more 
actors, 
nicians. 

It would present Britain with 
a magnificent export opportunity. 


TV would mean 
employment for British 
entertainers, and tech- 


Mr. Gammans revealed that 
the B.B.C. believes it can accom- 
modate in Band I the further 


low-power stations envisaged in 
its development programme. This, 
he said, meant that neither of the 
two frequencies at present avail- 
able in Band III was required by 
the B.B.C. for its initial coverage 
of the country, up to 95 per cent. 


Two frequencies 

These two frequencies were, 
therefore, available for whatever 
purposes the Government might 
decide. Licences were being 
issued on Band III, but, said Mr. 
Gammans, the people to whom 
they were being issued under- 
stood perfectly that the Band 
might have to be cleared if the 
Government's plans so required, 

Meanwhile, the recently formed 
Popular Television Association, 
aiming “to present to the public 
the true facts about competitive 
TV.” has announced its vice- 
presidents. These include A. J. P. 
Taylor, the Socialist don, publi- 
cist, and B.B.C. personality. as 
well as notabilities in the fields 
of religion, industry, sport, and 


the stage They comprise: Lord 
Balfour of Inchrye, Alec Bedser, 
Lord 8: bazon, Collin Brooks, 
Professor George Catlin, the Dean 


of Chichester, Viscountess David- 


son, Lod Fairfax of Cameron, 
Sir lay Fraser, Lord Hawke, 
Miss V.‘crie Hobson, Colonel 


Sir Godi +y Llewellyn, Sir Comp- 
ton Makenzie, Canon C. B. 
Mortlock. Viscount Nuffield, 
Professo; Sir Arnold Plant, Vis- 
countes Rhondda, Major- 
Genera’ Sir Edward Spears, and 
Mr. Ta or. 


Publicity scheme 


The Association has now cir- 
cularised editors offering assist- 
ance with articles and other 
materia! on competitive television, 

As already announced, the 
president of the Association is the 
Earl of derby and the secretary is 
Ronald Simms, an account execu- 
tive, whose agency, W. H. 
Gollings and Associates, has 
given him leave of absence for 
this new work. 

Foornore: Studying the pros 
and cons of commercial radio 
and television, the board of the 
Manchester Chamber of Com- 
merce, as part of its inquiry, has 
invited the views of its expert 
commilttce representing the ad- 
vertising and publishing trades. 
John Newton is chairman of the 
Chamber's Advertising and Pub- 
lishing Trades Committee. 


‘Public vague’ 


Few people are interested in 
the commercial TV controversy. 
The man in the street knows little 
about it. 

Arks Publicity Ltd. have drawn 
this conclusion from the response 
to an advertisement for Pye 
Radio which they inserted in the 
Evening Standard. As reported 
last week, it announced that if 
commercial TV came the com- 
pany would market a set which 
would only receive B.B.C. pro- 
grammes, Readersinterested were 
asked to write in. The idea was 
to test public reaction 

The response to the ad. was 
“very low.” But it was clear that 
nobody really wanted a set which 
would only pick up one pro- 
gramme—if others were avail- 
able. 


. 
American ‘spots’ 

Members of the British Sales Pro- 
motion Association saw examples of 
American television spot commer- 
cials at the British Council's cinema 
by arrangement with Hector Ross 
Radio Productions Ltd. 


* Advertising gets the political 


backwash in TV controversy—see 
Guest Column, page 238. 
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before BBC has second 


A woman in Wigtown, Scotland, 
copied the personalised adveriise- 
ments for Supa Fina petrol in this 
costume for a fancy dress parade. 


International 
print show 


The 10th International Print 
ing, Machinery and Allied Trades’ 


Exhibition will be held at 
Olympia, from July 5-16, 1955 
This will be the first post-war 


exhibition in the United Kingdom 
solely devoted to the printing and 
allied trades, and will cover an 
area of about 250,000 square feet 

It is being promoted by the 
Association of British Manufac 
turers of Printers’ Machinery 
(Proprietary) Ltd, and is being 
organised by W. Bridges & 
Sons Ltd. 

This” series of = exhibitions 
started in 1904 and became recog 
nised in the international world 
of printing as the centre for study 
of technological progress in print- 
ing and allied trades and the in- 
terchange of ideas on production 
and the aesthetics of printing 


Wool terms: Agreement on 


definitions 


announced 


A new British Standard, to be published to-morrow (Friday), 
establishes a glossary of terms agreed by all trade interests, to 
denote the proportions of wool fibre contained in clothing fabrics. 


For purposes of identification, 
wool fabrics are taken as those 
containing more than 15 per 
cent of wool fibre, and are then 


divided into three categories: 
Wool, woollen or worsted. 
Any of these terms denotes a 


cloth wholly of wool fibre—sub- 
ject to a maximum tolerance of 
3 per cent of inadvertent impuri- 
ties, and an allowance of up to 
7 per cent of material other than 
woo] for decorative purposes or 
to facilitate processing. 

Blended woollen or blended 
worsted are the approved terms 
to denote cloths containing not 
less than 50 per cent of wool 
fibre. 

Fibre-blend with wool or fibre- 


blend containing wool are 
phrases to be used for 
containing between 15 
per cent of wool, 


the 
cloths 
and su 


Goat and camel 


For the purposes of the glos 
sary “wool” means new or re 
claimed fibre from sheep or lamb, 
alpaca, camel, llama, vicuna, 
Cashmere goat, Angora goat or 
Angora rabbit. Any of the com 
mon generic names of these fibres 
such as camel-hair, Cashmere, 
mohair, Angora and so on may 
replace the word “wool” in the 
above descriptions, and will then 
indicate the presence of similar 
proportions of the fibre named 


41 a cocktail party to celebrate the 


printing by the Commercial Aid 
Printing Service Ltd., St. Anne's 
Court, WA. of ae full colour 


brochure for the North British Ru- 
ber Co., Lid. Auto-mechanical litho 


process which eliminates — photo- 
mechanical colour separation was 
used. 


Left to right: W. Scott 


(London district sales manager of 
the North British Rubber Co., Ltd., 
L. F. Meadows (director-secretary of 
the Robert Freeman Co., Lid), F. 
Lloyd (studio manager of Commer 
cial Aid Printing Service) and G 
Fraenkel of Commercial 
Aid Printing Service). 


(director 
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AD. MAN’S DIARY OF EVENTS IN 1953 


This list, compiled by “Adver- 
tiser’s Weekly,” includes the most 
important events for the remain- 
der of 1953, business, social and 
recreational. 

Any obvious omissions are ex- 
plained by the fact that some 
dates have not yet been decided. 


AUGUST 
Dates 


1IS.-ENGLAND v. AUS- 
TRALIA (Fifth Test Match), 
The Oval. 

19-29..-Model Engineer Exhibi 
tion, New Horticultural Hal! 
Westminster 

23-—Sept. 12. EDINBURGH 
FESTIVAL OF MUSIC 
AND DRAMA 

26—September 15. Ulster’s Own 
Ideal Home Exhibition, Bel 
fast. 

31—September 4.-ESOMAR 


Conference, Vevy. 


SEPTEMBER 


DATES 

2-12.—-Radio and Television Ex 
hibition, ‘London. 

3-17. Engineering and Marine 
Exhibition, Olympia 

6-19..-Daily Express Tour of 
Britain Cycle Race 

7-13.—-Flying Display and Exhi 
bition, Farnborough. 

ve ‘Display Producers and Screen 
Printers’ Association, Mid 
lands Branch, “Any Ques 
tions” Meeting, White Horse, 
Birmingham. 

7-10..-Chemists Exhibition, Old 
Horticultural Hall, London. 


9-—TWO  FREDS” CRICKE1 
MATCH FOR NABS, Hur 
lingham 

9-19.—Ideal Home Exhibition, 


reds. 

17-20. National Handicrafts & 
Hobbies Exhibition, Central 
Hall, London. 

18-20.—Young Newspapermen’s 
Association Conference, 
Llandudno 

18-23..-1.1.P.A. Week-end 
Course, Oxford 

21.—Publicity Club of London 
Annual Meeting and “Get 
Together,” Waldorf Hotel 

22. -L.1.P.A. Golf Circle Autumn 
Meeting (Fellows and Asso- 
ciates only) Addington 

23.—L.1.P.A. Annual Dinner, 
Mansion House, London, 

23. October = 17.— Birmingham 
Mail Midlands Ideal Home 


Exhibition, Bingley Hall, 
Birmingham 

23.—-Publicity Club of Sheffield 
Annual Meeting, Grand 
Hote}. 

23—October 3.—Ideal Homes 


Exhibition, Huddersfield. 
23—October 9.--National Ideal 
Homes Exhibition, Dublin. 
25. British Direct Mail Adver- 
tisin Association Silver 
Hubilee Dinner, Hyde Park 
Hotel 
25-28.—ADVERTISING CLUBS 
CONFERENCE, HARRO- 
GATE. 
26-29.—Young Master: Printers’ 
Conference, Keble College, 
Oxford. 


30.—-N.A.G.S. Autumn Meeting, 
Sunningdale. 


OCTOBER 
Dates 


1.—Publicity Club of Aberdeen 
Annual! Meeting, Caledonian 
Hote]. 

1.—-Aldwych Club Golf Circle 
President's Day, Old Fold 
Manor. 

1-10.-International Handicraft, 
Homecraft & Hobbies Exhi- 
bition, Olympia. 

§—Odhams Press 
Society Autumn 
Royal Mid-Surrey. 

§-9.--Shoe and Leather Fair, 
Olympia. 

7-24.—Modern Homes Exhibition, 
Kelvin Hall, Glasgow. 

12-16.—-London Nursing Exhibi 
tion, Seymour Hall. 

12-17.—L.1.P.A. Exhibition, “Ad 
vertising Prepares for the 
Future,” Birmingham. 

14-24.-International Exhibjtion 
of Textile Machinery and 
Accessories, Belle Vue, Man- 
chester. 

15. Fleet Street Column Club 
Autumn Golf Meeting, 
Royai Wimbledon. 

20. Guild of British Newspaper 
Editors Annual Meeting, 
London. 

21-31.—International Motor Ex- 
hibition, Earls Court. 

23-25. 1.S.M.A. Week-ecnd 
Course on “Sales Planning,” 
Grantley Hal! Adult College, 
Near Ripon, Yorks. 

26-27.- Fleet Street Players Pro- 
duction for NABS, Fortune 
Theatre. 

27-30.—-Dairy Show, Olympia 

28-—Nov. 7. -Ideal Home Exhi 
bition, Wolverhampton. 

29.—Display Producers = and 
Screen Printers’ Association 


Golfing 
Meeting, 


Midlands Branch, Dance, 
Old Crown and Cushion, 
Birmingham. 


30. Liverpool Publicity Associ- 
ation Dinner and Dance, 
Adelphi Hotel. 


NOVEMBER 


Dates 

5.-1.S.M.A. 
Claridges. 

6.—Publicity Club of Sheffield 
Annual Ball, Royal Victeria 
Hotel 

6.—1.S.M.A. One-day Conference 
on “To-morrow's Markets,” 
Connaught Rooms, London. 

6.—IS.M.A. Annual Meeting. 
Connaught Rooms, London 

6-8.—-1.S.M.A. Week-end Sales 
Planning Course, Burton 
Manor, Wirral. 

9.—Lord Mayor's Show. 

11.—Newspaper Society  Half- 
Yearly Meeting. : 

11-14.—Daily Express National 
Motor Rally. 

13.—Hull Publicity Club Gala, 
New York Hotel. 

13-21.-Scottish Motor Exhibi- 
tion, Kelvin Hall, Glasgow. 

14-21.--Cycle and Motor Show, 
Earls Court. 

16..-Display Producers and 
Screen Printers’ Association 


Annual __— Dinner, 


Judging of 1953 competi- 
tions. 

17-20.—Exhibition of Screen 
Printing, sponsored by Dis- 
play Producers and Screen 
Printers’ Association, Park 
Lane, London 

18 — December 2. — Building 
Trades Exhibition, Olympia. 

18-28.—Fuel Efficiency Exhibi- 
tion, Manchester. 

20.—Display Producers and 
Screen Printers’ Association. 
Ladies’ Night, Café Royal. 

27.—1.8.M.A. London Branch 
Ladies’ Night, Dofchester 
Hotel, London. 


DECEMBER 


Dates 

1.-Bradford Publicity 
tion Annual 
Dance. 

1-12.—Brighter Homes  Exhibi- 
tion, St George's Hall, 
Liverpool. 

4.—Display Producers and Screen 
Printers’ Association Mid- 
lands Branch Annual Meet 
ing, White Horse Hotel, 
Birmingham. 

7-11.—Smithfield Show, London. 

10.—Publicity Club of Leicester 
Dinner and Dance, Bell 
Hote}. 


Associa- 
Dinner and 


10-12._-National Poultry Show, 
Olympia. 

11.—Liverpoo] Publicity Associa- 
tion Christmas Lunch 
Reece’s Restaurant. 

14.--Press Advertisement Mana- 
gers’ Association Christmas 
Luncheon, Connaught 
Rooms. 

15.—Publicity Club of Sheffield 
Christmas Party, Kenwood 
Hotel. 

15.--Hull Publicity Club Christ- 
mas Luncheon, White Horse 
Hotel. 

16.—Fleet Street Column Club 
Christmas Lunch, Connaught 
Rooms. 

16.—Advertising Club of Oxford 
Annua! Dinner. 

18.—Publicity Club of Leicester 
Christmas Luncheon, Bell 
Hotel. 

18.—Publicity Club of London 
Christmas Luncheon, Savoy 
Hote}. 

21.—Publicity Club of Aberdeen, 
Christmas Pantomime Lun- 
cheon, Caledonian Hotel. 

31. -Schoolboys’ Own Exhibition 
opens, Old and New Horti- 
cultural Halls, London 

31.—Hull Publicity Club New 
Year's Eve Dinner and Ball, 
Royal Station Hotel. 


C¢ "ompetitors packs are shown, 
improvements suggested 


A team from the British milk 
products industry, in its produc- 
tivity report after a visit to 
America, expresses disappoint- 
ment at finding so little that was 
new in packaging. 

The team adds 

“The most striking feature of 
packaging was, in fact, not 
rovelty but the exact standards 
constantly maintained by Ameri- 
can suppliers of materials 

“It appeared that many of the 
representatives of carton and 
folding box manufacturers were 
highly technical men who co- 
operated very fully with the food 
factory. In a keenly competitive 
field these representatives were 
prepared to call on a manufac- 
turer with a precise and full 
range of his compeiitoys’ pack- 
ages, to discuss the advantages 
and disadvantages of every sub- 
stance and tySe of pack, and to 
demonstrate ways in which im- 
provements could be made. 

“Lest the impression be given 
that this leads inevitably to more 
complicated and expensive pack- 
aging, it should be emphasised 
that, in order to obtain--and 
keep business, the representa- 
tives were keen to recommend 
economies to the purchaser as 
well as to improve the general 
quality of packaging. 

“In considering all types of 
packaging the importance of the 
effect of the super-market must 
constantly be borne in mind. The 
package now has to act as a self- 
salesman, and unless it does so 
successfully its efficiency as @ 


utilitarian wrap is of little conse- 
quence.” 

“The American housewife is 
not nearly so conservative as her 
British counterpart and is _pre- 
pared to try with enthusiasm new 
kinds of package or even new 
kinds of food. It follows that, 
in a constantly changing market 
almost always under the effect of 
several large inaugural advertis- 
ing campaigns operating simul- 
taneously, the failure of a new 
line is not nearly so serious from 
a sales point of view as it would 
be in this country. Any stigma 
upon the promoting organisation 
is quickly lost in the ever-con- 
tinuing spate of other advertis- 
ing.” 


Centenary of ad. 
duty repeal 


Commenting on the repeal of 
the newspaper advertisement duty 
—100 years ago on Tuesday 
the Manchester Guardian's “Mis- 
cellany” recalled: “At the com- 
mittee stage, Mr. Gladstone's 
Budget proposal of a reduction 
from Is. 6d. to 6d. came under 
attack by Milner Gibson, Bright, 
and Cobden, and the Chancellor's 
assertion that it was a ‘tax upon 
trade and not on knowledge’ and 
his warning that ‘revenue could 
not bear repeal’ were of no avai! 
The Government was forced to 
withdraw what Bright had called 
the ‘shabby proposition’ and had 
no option but to abolish al- 
together this ‘prohibitory im- 
post’.” 
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Members of East Anglican Publicity Club, wit) 
visit to Butlin’s holiday 


Fleet Street 
Column Club 


Christmas lunch 

The Christmas luncheon of the 
Fleet Street Column Club has 
been fixed for Wednesday, De- 
cember 16, at the Connaught 
Rooms, 


Regent 
Chairmen of the 
committees 


Appointed as chairmen of the 
Regent Advertising Club's various 
sub-committees: education, Miss 
A. Gillard, assisted by Peter Coley; 


membership, Gordon G. Shelton, 
assisted by Roger Mayes; public 
speaking, Hal B. Saward; house, 


Geottrey M. B. Tyas: Regent em- 
ployment bureau, Freddie J. Trash; 
editor of Regent Activities, Peter 
Clarke; advertisement manager of 
Regent Activities, J. A. Reid; press 
officer, Peter Coley; social, Mrs. 
Pat Malcolm; NABS _ steward, 
Roger Mayes. 


* . 
Printers’ pension 
More than £300 has already been 
collected in response to an appeal 
by A. R. Alexander, president. 
Ilford Auxiliary of the Printers’ 
Pension, Almshouses and Orphan 
Asylum Corporation, towards a pen- 
sion to be named after the late 
A. W. Paul, printer of Punch, and 
for many years an_ enthusiastic 
worker for the Corporation. 

Contributions should be sent to 
Mr. Alexander, Illustrated London 
News and Sketch Ltd., Milford Lane, 
Strand, London. 


. . . 
Window display aid 
Dennison Manufacturing Co., 
Ltd., are publishing a new book 
How to Decorate Windows with 
Crepe Paper, price 2s. 6d. 

It includes a_ fully illustrated 
series of twelve specimen window 
backgrounds, each accompanied by 
instructions for its erection with in- 
formation on the quantity of crepe 
needed for a window of given size. 


heir ladies, on an evening 
Clacton. 


‘Whats My 
Line?’ ad 
films 


By making use of that success- 


ful quiz programme “What's My 
Line? Pearl and Dean have 
found « novel way of making the 
advertising film a real piece of 
entertainment = (writes Paul 
Nugat) 

Bernard Braden as the ques- 
tionmasicr presents two bona 


fide civilians to the panel, Gilbert 


Harding, Barbara Kelly, Jerry 
Desmonde, and Frances Day. 
Dumb-acting their occupations, 


the first turns out to be a foot- 
ball pool coupon checker. After 
the pane! has made short shrift of 
guessing her job, Frances Day 
provides the pay-off for Little- 
wood Football Pools 

The second is more subtle, The 
“victim” is or was a_ plumber's 
mate. Again the panel guess 
right, but this time the plumber’s 
mate announces that he’s chucked 
plumbing since he won £75,000 
on “the best line of all.” 

These two three-minute films 
are unique in that the perfor- 
mance of the panel is spon- 
taneous, and, therefore, perfect 
entertainment, 


ROOSTER OFFICES 


From Monday some members 
of the creative copywriting and 
production departments of 
Rooster Publicity Ltd., Peter- 
borough, will be working at the 
company’s new offices at Brae- 
mar House, Teddington, This 
move is being instituted by 
Kooster to enable them to main- 
tain their service to the adver- 
tising accounts which they have 
in London and Home Counties. 

Another new Rooster office 
will open next week at New- 


castle. 


A new method of capping beer and mineral water bottles has been iniro- 


duced by the Alka Company of Acton. 
off by hand, are made from Gluminium strip. 


The caps, which can be torn 


Beauty and 
the piston 


A sophisticated slant for the 
prestige advertising of the “He; 
lite” pistons, cylinder liners and 
piston equipment manufactured 
by Hepworth and Grandage Ltd 
of Bradford, has been created by 


their agents, Nevin D. Hirst 

(Advertising) Ltd. of Leeds 
Account executive Denis A 
Birkett, who handles Hepworth 


& Grandage Ltd., produced the 
slogan “Under all the best 
bonnets.” The double meaning of 
this phrase ties up with the main 
illustration — heads of fashion- 
able women and models wearing 
captivating hats, and with smaller 
illustrations of the actual cars 
that have “Hepolite” pistons fitled 
under their bonnets as original 
equipment. 

The first tie up with the slogan 
was arranged by the agency's 
public relations department, with 
Aage Thaarup, the Queen's mil- 
liner, who has designed special 
hats for the scheme, Personalities 


appearing in the series include 
Evelyn Laye, and West End 
models Myrtle Crawford, Olga 


Murphy, Pam Faweett, Rita Grey 
and Tony Cobb 


Motor-cars featured include 
Alvis, Daimler, Aston Martin, 
Connaught, Lagonda and Alfa 
Romeo. 


While the same slogan could 
be used when commercial, public 
transport and agricultural vehicles 
were included, for motor cycles, 
it was necessary to re-angle the 
scheme, The models and their 
fetching hats were retained but 
the slogan was changed to “On 
all the best models” Motor 
cycles featured in this series in- 
clude Royal Enfie!d, B.S.A., 
Douglas and Vespa 

The media field for this series 
includes Autocar, Motor and 
Motor Rally programmes; for 
agricultural vehicles, Farm 
Mechanization, Farmer & Stock- 
breeder and Agricultural 
Machinery Journal, and for 
motor cycles, Motor Cycle and 
Motor Cycline 
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Brighton has new 
competition 


An “Acrossword,” a type of 
crossword puzzle with Brighton 
and holiday “angles” predominat- 
ing in the clues, has been evolved 
by Sidney Butterworth, Brighton's 
director of publicity. 

Intended primarily to keep 
holiday makers entertained during 
wet weather, it is not open to 
local residents. 

The first competition began on 
July 28 and ends next Wednes- 
day. Results will be known two 
days later and will be notified to 
winners at their home addresses, 
the information also being sent 


to hotels. For a 6d. entry fee 
for each effort, two prizes, of 
£40 and £20 respectively, are 
offered 
‘ J 
ROYAL COLOURS 
The British Colour Council 
has announced that Princess 


Margaret, Patron of the Council, 
has sponsored three colours for 
the Royal! visit to Australasia. 

The colours are Clarence rose, 
a soft smoky pink; ambassador 
blue, a muted silvery blue; and 
royal blue. 

A special card with illustra- 
tions of the colours on rayon 
will be published shortly, Patterns 
are available immediately. 


National campaign for better 
management is urged 


A nation-wide campaign for 
better Management and adminis- 
tration throughout British com 
merce is urged by Ranald M 
Findlay, London sales manager, 
British Olivetti Ltd 

In his book The Art of Admin- 
istration (Oliver & Boyd Ltd., 
7s. 6d.). he writes: 

“We have got so into the habit 
of looking forward to the 
Government to do things that a 
great dea! of brave talk 
about private enterprise and 
initiative is a waste of words and 
breath, I therefore suggest to the 
British Institute of Management 
that they should take the initia- 
tive and secure the co-operation 
of all like-minded bodies in pre- 
senting the Government with a 


our 


plan for a nation-wide campaign 

to last, say, six months—for 
better management and adminis 
tration throughout the whole 
wide field of British industry and 
commerce, 

“TL believe that a Government 
backed campaign, supported by 
all the management bodies and 
all the most progressive leaders 
of British industry and commerce, 
would have an electrifying effect 
throughout the country In a 
few months, I predict, there would 
be such an upsurge of interest in 
the best principles and practices 
of management that our nationa! 
efficiency would increase, and 
produce rich returns in economic 
and social betterment in the years 
ahead.” 
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Claude Wallis clected president 


of Periodical Proprietors’ Assn. 
Claude F. Wallis, chairman and 


managing director, Associated Iliffe 
Press, was unanimously clected 
president of the Periodical Propri 
tors’ Association, at the annual 
general meeting last Thursday. 

The following were unanimously 
re-elected vice-presidents: Viscount 
Camrose, Sir Krank Newnes, Sir 
Robert Evans, W. C. Nisbett, Sir 
— Hudson, and H. (©. Tingay. 

C. S. Morris (George Nownes 
Ltd.) was unanimously elected as 
chairman of the council of the 
general periodical press, and L. R 
Mason (Machinery Publishing Co 
Lid.) as chairman of the council of 
the trade and technical press. 

- * * 

Rosalind Bicknell has been ap- 
pointed to the board of W. H. I. 
Tayleur (Publicists) Lid. She joined 
the company as an account execu- 
tive three years ago. Previously 
she was on Debutante magazine and, 
during the war, in the public rela- 
tions department of the War Office 
and of the National Savings Com- 
mittee, She is now on a combined 
business and holiday trip to Ceylon. 


50 years in publicity 


A number of pressmen, both 
editorial and advertising, and of rail- 
way publicity executives were pre- 
sem’ at the Great Western Hotel, 
Paddington, last week to drink a 
farewell toast to G. FE. Orton, who 
is retiring on the age limit from 
the position of P.R.O., Road Haul 
age Executive. Mr. Orton has been 
half a century in transport publi- 
city. He joined the G.W.R. publicity 
department in 1903 and has since 
gained experience in almost every 
branch of railway advertising and 
publicity. In the House of Com- 
mons he acted as lobby officer for 
all the four railway systems. Mr. 
Orton is an accomplished musician 
and has given organ recitals at the 
Albert Hall. 

~ * * 

Lewis Harris, Midlands manager, 
Odhams Press Ltd., celebrates his 
silver wedding on August 12. Dur- 
ing this 30 years with Odhams he 
has represented most of | their 
periodicals. 

- * * 

Jack Watkins has been appointed 
as the organiser of the British Toy 
Manufacturers’ Association Toy 
Fair to be held at Brighton next 
year. Mr. Watkins, who was for 


three years publicity and advertising 
manager of Sebel Products Lid., 1s 
now a director of Broadway Adver- 
tising Service Lid., who have agreed 
to release him from other duties so 


STANDS FIRST AND | 


| that he can give his full time and 


jattention to running the’ Fair. 

| Broadway Advertising Service Ltd. 

have been appointed advertising 

agents in connection with the Fair. 
* * * 

After 16 years in the R.A.F., Fit.- 
Lt. E. H. Martin has joined Odhams 
Midland branch as a representative. 

* * * 

J. H. Miller-Wheeler has resigned 
his position as Scottish manager of 
Spicer, Curtis & Hatfield Lid. owing 
to ill health. Until such time as a 
new manager is appointed Reginald 
Vv. VT. Curtis, managing director, 
will be handling affairs at 73 
Robertson Street, Glasgow. 


Ad. man from India 


R. K. Sirkar, advertising manager, 
the Dunlop Rubber Co. (India) Ltd., 
who will arrive in London on August 
21 fer a four-month visit to the 
associate company in the United 
Kingdom, is president of the Ad- 
vertising Club, Calcutta, the first 
orgamsation to bring together ad- 
veruising people on a professional 
basis in India. Mr. Sirkar is also 
a director of the Indian Audit 
Bureau of Circulations Ltd. and a 
member of the executive committee 


of the Indian Instituie of Art in 
Industry. He will represent India 
at the International Congress of 


Industrial Aesthetics which opens in 
Paris in) mid-September where he 
will read a paper on the Graphic 
Arts of India. During his stay in 
Britain, Mr. Sirkar is anxious to 
establish contact with professional 
organisations to arrange, if possible, 
a regular exchange of ideas with 
similar bodies in India. 
* * * 

Grahame Blundell, London mana- 
ger of Priestleys, has been presented 
by his wife with their first child, 
a son, 


R. K. Sirkar 


 — 
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ing a wage rate of Ss. a day. 
* 7 * 
George Newnes launched Modern 
Home as a sixpenny monthly. 
* * * 
A research into what type was 
used most frequently in press ad- 
vertisements placed Cheltenham 


first, Goudy second and O.S. Roman 
third. 


7. * * 
Osborne, Royds & Co., Lid., were 
appointed to handle a “Smoke a 
Pipe" 


campaign. 
* + 

Sydney Walton was elected presi- 

dent of the Thirty Club of London. 
* * * 

A Parliament of Commerce to 
debate advertising problems was 
proposed by the Regent Club's 
education committee. 
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eee and one person 


‘ 


GE 


ever y wee 4 Every week one family out of every three 


in Great Britain reads the Sunday Pictorial. 


For, with an average net sale of 5,262,856, 
the Sunday Pictorial goes into millions of homes 
all over the country. It is read by every 
adult member of the family on the best 
advertising day of the week—the day they have 
time to read advertisements at leisure, and 
sales messages sink in. Space in the 


Sunday Pictorial is exceedingly economical too. 


Compared with 1939 its square inch per 
thousand rate has increased much less than 


that of any other Sunday newspaper. 
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Claude Wallis clected president 


of Periodical Proprietors’ Assn. 


Claude F. Wallis, chairman and 
managing director, Associated [ith 
Press, was unanimously — elected 
president of the Periodical Propri« 
tors’ Association, at the annual 
general meeting last Thursday. 

The following were unanimously 
re-elected vice-presidents: Viscount 
Camrose, Sir Frank Newnes, Sir 
Robert Evans, W. (©. Nisbett, Sir 
Austin Hudson, and H. C. Tingay. 

Cc. S. Morris (George Nownes 
Lid.) was unanimously elected as 
chairman of the council of the 
general periodical press, and L. R. 
Mason (Machinery Publishing Co, 
Lid.) as chairman of the council of 
the trade and technical press. 

* * * 

Rosalind Bicknell has been ap- 
pointed to the board of W. H. 1. 
Tayleur (Publicists) Lid. She joined 
the company as an account execu- 
tive three years ago. Previously 
she was on Debutante magazine and, 
during the war, in the public rela- 
tions department of the War Office 
and of the National Savings Com- 
mittee, She is now on a combined 
business and holiday trip to Ceylon. 


50 years in publicity 


A number of pressmen, both 
editorial and advertising, and of rail- 
way publicity executives were pre- 
semt at the Great Western Hotel, 
Paddington, last week to drink a 
farewell toast to G. FE. Orton, who 
is retiring on the age hmit from 
the position of P.R.O., Road Haul 
age Executive. Mr, Orton has been 
half a century in transport publi- 
city. He joined the G.W.R. publicity 
department in 1903 and has since 
gained experience in almost: every 
branch of railway advertising and 
publicity. In the House of Com- 
mons he acted as lobby officer for 
all the four railway systems. Mr. 
Orton ts an accomplished musician 
and has given organ recitals at the 
Albert Hall. 

* * * 

Lewis Harris, Midlands manager, 
Odhams Press Ltd., celebrates his 
silver wedding on August 12. Dur- 
ing ‘his 30 years with Odhams he 
has represented most of — thei 
periodicals, 

* * a. 

Jack Watkins has been appointed 
as the organiser of the British Toy 
Manufacturers’ Association Toy 
Fai to be held at Brighton next 
year, Mr. Watkins, who was for 
three years publicity and advertising 
manager of Sebel Products Lid., 1s 
now a director of Broadway Adver- 
tising Service Lid., who have agreed 
to release him from other duties so 


STANDS FIRST AND 


| that he can give his full time and 

attention to running the Fair. 

| Broadway Advertising Service Ltd. 

have been appointed advertising 

agents in connection with the Fair. 
* * * 

After 16 years in the R.A.F., Fit.- 
Lt. E. H. Martin has joined Odhams 
Midland branch as a representative. 

* 

J. H. Miller-Wheeler has resigned 
his position as Scottish manager of 
Spicer, Curtis & Hatfield Ltd. owing 
to il health. Until such time as a 
new manager is appointed Reginald 
Vv. VT. Curtis, managing director, 
will be handling affairs at 73 
Robertson Street, Glasgow. 


Ad. man from India 


R. K. Sirkar, advertising manager, 
the Dunlop Rubber Co. (India) Ltd., 
who will arrive in London on August 
21 for a four-month visit to the 
associate company in the United 
Kingdom, is president of the Ad- 
vertising Club, Calcutta, the first 
organisation to bring together ad- 
verusing people on a professional 
basis in India. Mr. Sirkar is also 
a director of the Indian Audit 
Bureau of Circulations Ltd. and a 
member of the executive committee 
of the Indian Institute of Art in 
Industry. He will represent India 
at the International Congress of 
Industrial Aesthetics which opens in 
Paris in mid-September where he 
will read a paper on the Graphic 
Arts of India. During his stay in 
Britain, Mr. Sirkar is anxious to 
establish contact with professional 
organisations to arrange, if possible, 
a regular exchange of ideas with 
similar bodies in India. 

* * * 

Grahame Blundell, London mana- 
ger of Priestleys, has been presented 
by his wife with their first child, 
a son 


AuGust 6, 


Dr. Branko Sokolic, propaganda director of the Zagreb International Fair, 
who is on a short visit to this country, discusses final arrangements for the 
Fair with Ron Empson (left), managing director of the Auger & Turner 
Group Lid., agents for the British Pavilion, and William Kern (centre), 
technical director of the Auger & Turner Group Ltd. 


Media man to shoot OBITUARY 


the rapids 


Representing Britain at the Inter- 
national Canoe Festival at Ribade- 
sella, Spain, on Saturday, will be 
George Scarborough, of Mather & 
Crowther'’s media department. Com- 
petitors have to canoe twelve miles 
up a Spanish river and shoot the 
Sella Rapids. 

* = * 

Robert Linney has left the press 
section of Odhams Press Ltd. to 
join the creative advertising staff of 
Jenson & Nicholson Ltd. 

(See Mainly Personal, page 254) 

* * * 

A son, Timothy Peter, has been 
born to the wife of V. W. R. Mark- 
ham, account executive with Stuart 
Advertising Agency Ltd. 

* * * 

Norman H. Rogers, who has been 
ill for several months, has now re- 
sumed the active secretaryship of 
the Institute of Public Relations. 

* * * 

Euan Lloyd has resigned his posi- 
tion as publicity manager to Asso- 
ciated British-Pathe Lid. and will 
be entering the production field. 

* * * 

Gordon McKenzie has been ap- 
pointed editor of the Sunday 
Graphic following the resignation of 
Michael Randall. He will take up 
duties on October | 
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WATFORD 


W. A. Jackson 


Walter Alexander Jackson, chair- 
man of Jackson's Advertising Ser- 
vice Ltd., Old Broad Street, E.C.2, 
died on Saturday. He was 83. 

It was in 1928 that he joined the 
agency which had been founded by 
his brother, the late Edward H. 
Jackson, in 1914. The business be- 
came a limited company in 1934. 
He was elected chairman in 1947 
when his brother died. 

Although in his 84th year Mr. 
Jackson was active until a fortnight 
before his death. 


TWENTY-FIVE 
YEARS AGO 
August, 1928 


A survey revealed that America 
was spending £300 million a year 
on advertising. 

* * * 

The annual report of the Empire 
Marketing Board stated that poster 
advertising had been extended and 
that posters were appearing on 1,500 
special sites throughout the country. 

* * * 

A demonstration was staged in 
Trafalgar Square by the “London 
Advertising Workers” —- an asso- 
ciation for sandwichmen demand- 
ing a wage rate of Ss. a day. 

* * * 

George Newnes launched Modern 
Home as a sixpenny monthly. 

* * 

A research into what type was 
used most frequently in press ad- 
vertisements placed Cheltenham 
first, Goudy second and O.S. Roman 
third. 

* * . 

Osborne, Royds & Co., Lid., were 
appointed to handle a “Smoke a 
Pipe” campaign. 

. . + 

Sydney Walton was elected presi- 

dent of the Thirty Club of London. 
* * * 

A Parliament of Commerce to 
debate advertising problems was 
proposed by the Regent Club's 
education committee. 
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eee and one person 


ever y wee kK Every week one family out of every three 
in Great Britain reads the Sunday Pictorial. 
For, with an average net sale of 5,262,856, 


the Sunday Pictorial goes into millions of homes 


all over the country. It is read by every 


adult member of the family on the best 
advertising day of the week—the day they have 


time to read advertisements at leisure, and 


sales messages sink in. Space in the 
Sunday Pictorial is exceedingly economical too. 
Compared with 1939 its square inch per 
thousand rate has increased much less than 


that of any other Sunday newspaper. 
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COMMENT 


COLOUR BAR 


Bookings for a record volume of 
colour advertising in magazines 
are reported for the autumn. 

That is encouraging news for it 
heralds a renewed awareness of 
a striking advertising technique. 

The only disappointment is that 
national newspapers are not in 
a position to announce de- 
velopments in the same field. 

They are bogged down with re- 
strictive practices such as those 
which killed the bold “Daily 
Express” experiment with four- 
colour displays. 

More newsorint is on the way, 
and it is high time both sides 
of the newspaper industry got 
together to overcome the ob- 
stacles to publishing progress 
in the realm of colour. 

PROGRESS OF PR 

When public relations was first 
placed on an organised foot- 
ing in the United States its 


In Britain there was the same re- 
action when, after the war, PR 
began its fight for recognition 
here. Perhaps the only differ- 
ence in this country was that 
those engaged in the business 
became known as “free puff 
merchants.” 

But those days have gone. Pub- 
lic relations is “respectable” 
and accepted as an important 
feature of the advertising 
business 

Being accepted, however, is a 
far cry from being understood. 
And there can be little doubt 
that many advertisers do not 
yet realise the full scone and 
meaning of PR. 

How many, for instance, appre- 
ciate that the efficient public 
relations unit concerns itself 
with such matters as good-sign- 
posting in stores?) Or with 
happy understanding between 
company and stockholders, 
management and men? 

Too few. Bui those who use the 
medium know its value gs a 
production and sales booster. 

Some who use and serve ad- 
vertising tend to regard PR 
as a menace which will push, 
free-of-charge, into editorial 
columns, publicity material 
which should appear in paid- 
for advertisements, 

They have a false idea of the 
technique, for press publicity 
is a small part of the business. 

Public relations to-day is an 
essential service to all who 
have ideas to propagate, goods 
to sell. 
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Quicksands of Polities 


HERE has been a lot of 

talk lately about public 
relations for advertising. Not 
unnaturally. Every advertising 
man who claims to be more 
than a mere huckster at least 
believes in public relations. It 
is not always that he knows 
much about it, even when his 
list of wares to prospective 
clients includes a public rela- 
tions department. But the be- 
lief is there. 

So, apparently, is the need in 
our Own affairs. For did not the 
big, bad wolf in person — and 
by special request come down 
to Eastbourne to denounce ad- 
vertising as an _ exceptionally 
verminous occupation? 

But combined with the belief 
in public relations as “a good 
thing” anyway, and a_ possible 
buttress for advertising against 
its foes, is the fear that this will 
lead us into the quicksands of 
politics. Wil] it? And are those 
quicksands so dangerous? 

Certainly party politics should 
be avoided. It would be very un 
happy, it might even one day be 
dangerous, if advertising became 
numbered among the party dog- 
mas-—-something that every Con- 
servative had to believe in 
blindly, and that every Labour 
man had to attack vociferously. 
There is, of course, a risk of that. 
At any time up till now, the 
greater proportion of advertising 
has been concerned with the 
fruits of private enterprise. As 
such, the perfervid Socialist looks 
a little askance. The attempts to 
develop commercial television 
whatever their motives and 
merits —- have spread suspicion 
of advertising much more widely 
and indiscriminately. 

It can, indeed, he said that 
the commercial television cam 
paign has been the worst public 
relations that advertising has 
ever achieved. The handling of 
that campaign, in Parliament 
and outside, has aroused a dis- 
like of advertising and of ad- 
vertising men where none had 
ever existed or was likely to 
exist. 

That is not necessarily an argu- 
ment against commercial  tele- 
vision, but only against the 
methods and judgment of some of 
its protagonists. But it is an argu- 
ment for public relations, and for 
public relations at the very centre 
of public opinion Parliament. 

Bevan'’s good-tempered  out- 
pourings were not intended to 
mean much. The linking of ad- 
vertising with the fight for com- 
mercial television somewhat 
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hastily assumed to be of the worst 
American type means a great 
deal. If commercial television 
comes, it is going to be tied up 
and probably strangled by intri- 
cate Parliamentary controls. 
Why? In order to minimise that 
harmful social influence, adver- 
tising. And if comtrolled tele- 
vision advertising, why not con- 
trolled press advertising? Why 
not? 

This, indeed, is the moment to 
carry the case for advertising 
into Parliament, to both sides of 
the House. This is the moment 
to show that advertising is part 
of the economy of the nation; 
that already it is extensively 
used as a very necessary support 
for nationalised industries and for 
public organisations; that adver- 
tising is not a weapon devoted 
exclusively to either capitalism 
or socialism; that it exists to 
serve whatever forms of industry 
are decreed by Parliament on be- 
half of the public; that it played 
its part very well under total 
private enterprise, is playing it 
even better in our present mixed 
economy, and could not be jetti- 


soned even in the unlikely and 
unwelcome event of total State 
enterprise. 

But advertising must do more 
than prove its economic justifi- 
cation. It must show to those 
who are umaware — aS many 
M.P.s and most of the public are 
unaware—that it has, and obeys, 
its own very effective and dis- 
interested methods of control. 

The work done by advertising, 

its imparti- 
ality toward 
politi- 
cal theories 
and the con- 
trols exer- 
cised against 
the  unscru- 
pulous 
should be 
made abun- 
dantly 
known to 
our  legisla- 
tors as well 
as to. the 
public. We should be a 
very sorry industry if we did 
not think we had a strong case 
to put to M.P.s, in order that we 
can obtain their respect and re- 
tain our freedom. We should be 
very inept if we could not find 
the means to do that. And we 
should be unpardonably blind if 
we did not realise that circum- 
stances have made this the 
crucial moment for us to act. 


To-morrow’ TOPIC. 


®*ENCOURAGIN G” 
SUMS HAVE BEEN 
PROMISED TO THE 
ADVERTISING ASSO- 
CIATION FOR A FUND 
TO IMPLEMENT THE 
MILES THOMAS DEVEL- 
OPMENT COMMITTEE 
REPORT. A GENERAL 
APPEAL IS' EXPECTED 
TO BE MADE LATER. 


The Co-operative Wholesale 
Society is considering 
schemes for advertising on a 
much bigger scale. Tobacco 
and cigarettes may be given 
the first boost with an initial 
sales target of an extra 100 
million cigarettes a quarter. 


Branded margarine is to be 
permitted before it comes 
off the ration. Three grades 
may be expected with the 


best selling at Is. 6d. a 
pound. 

If the British Rainwear 
Manufacturers’ Federation 
decides to adopt B.S.I. stan- 
dards there will be a co- 
operative advertising cam- 
paign on a national scale. 


A pilot survey is being con- 
ducted to test the possibility 
of a full-scale research into 
audience memorability of 
advertising filmlets. 


The National Union of 
Mineworkers is considering 
a proposal to launch a 
magazine for sale to the 
general public. The aim 
would be “to offset the de- 
cline of public sympathy 
towards the miners.” 
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ship, and plan their 

_ Schedules accordingly. 
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ADVERTISER'S WEEKLY 


Review of Advertising 


( NE of the creative men 
who made names tor 
themselves in’ the war, when 
advertising didn’t have to sell 
the goods, spent a good deal of 
his spare time stumping. the 
country’s advertising clubs as 
soon as peace broke out. He 
felt that he had seen the light 
and become the only true 
prophet of a new philosophy 
of advertising, and the return 
ing warriors listened very 
attentively, for they felt that 
they had become rusty and out 
of date. 

But the new philosophy turned 
out to be a meatless meal of 
wind and froth with a faint 
flavour of Buchmanism. Every 
body must pull together. Market 
research could be very helpful to 


dashing new Daimler 
CONQUEST 


4y an example of brightness com 

hined with dientty the lavout and 

tvpography are well) worth 
studying. 


“ransportation advert 


Slogans may be dead 
but don't lie down 


the creative man and should 
never be despised. Copywriters 
should be encouraged to do lay- 
outs aid more particularly, artists 
often proved to be good copy- 
writers. The Americans might be 
crude, but we had a lot to learn 
from them, particularly with re 
gard to the editorial approach. 
And all the old) pre-war ideas 
were now out of date, unwanted, 
useless, and a menace to the in- 
dustry, The day of the testimonial 


and the slogan was dead and gone 


Tine less thoughtful of the re 
turning warriors were deeply im 
pressed. Here, they said, was a 
Danic] come to judgment; and 
one of the advertising clubs 
hoisted him, very feebly protest 
ing. to a position of high honour: 
in its ranks. Seeing slogans all 
around them, they shook thet 
heads sadly at the thought of all 
the bankruptcies that must surely 
be impending. Reading _ testi- 
monial advertising for half a 
dozen market leaders they felt 
that there were going to be some 
very sad sales charts in the board 
rooms of the blue-chip) com- 
panies. 

Indeed it was quite a long 
time before they realised that 
no amount of wild and woolly 
oratory will affect: the funda 
mentals of advertising. Tech 
niques may alter, but the bast 
truths remain, and one such 
truth is that — up to a point 

a selling point gains force 
immeasurably — by — repetition. 
Indeed there is a powerful 
school of thought to-day that 
says vou should repeat your 
main selling point at least 
twice in every advertisement. 

In this colour page for Ken 
sitas the words “Kensitas that’s 
Good” appear five times and the 
secondary slogan about the finest 
leaf is printed twice. Somebody 
hasn't taken the prophet as 
seriously as he took himself 
Slogans may be dead, but they 
don't lie down 


Nevertheless, this Kensitas 


campaign is a very rum affair. 


psi * 


Kanga © ged to Emons 


Aucust 6, 1953 


By Copytaster 


OUR BELIEF, THE FINEST LEAF... KEWS/TAS —THATS GOOO/ 


and | find it hard indeed to 
imagine the processes of thought 
that led to tts adoption. With 
the illustration | have no real 
quarrel, for it is both striking 
enough to catch the eye and in 
teresting enough to hold the 
reader's attention while he studies 
the details An action picture 
such as this ts nearly always bet- 
ter than a picture of a face. But 
is the slogan good enough for all 
this effort? If enough pressure 
is put behind it, almost any 
slogan can become fairly well 
known in time, but if | were a 
manufacturer | would scarcely 
be happy to feel that at the end 
of my campaign people would 
merely remember that my_ pro- 
duct is “good.” Would “Guinness 
is Good” have had even half the 
success of “Guinness is good for 
you"? 

A slogan is more easily remem 
bered if it has some verbal trick 
to make it stick, but a flat slogan 
with a selling idea ts always bet 
ter than a slick one that merely 
rubs jn the product's name. Ken- 


In this colour page the words 

“Kensitas— thats Good” appear 

five times, and the secondary 

slogan about the finest leaf ts 
printed twice. 


sitas cigarettes are, I think, 
financially connected with the 
American Lucky Strike, and 1 
would) rather borrow’ Lucky's 
slogan and say: “Kensitas means 
fine tobacco.” than damn_ the 
product with the faint praise of 
“good.” 

About advertising verse, my 
views are too well known to be 
repeated, and in spite of the 
feeble play on the words sign 
and hox in these quatrains I de 
plore the use of such dreary 
doggerel. But perhaps I am too 
particular. The public are kittle 
cattle and, for all I know, they 
may dote on this kind of thing 

Having said al] this, | must in 
fairness add that my only quar- 
rel is with the copy. This ts a 
very ugly advertisement, but it 1s 
most forceful and compelling. It 
should stop an exceptionally high 
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ADVERTISER’S WEEKLY 


Review of Advertising —continucd 


proportion of the magazine's 


readers and teach them this 
slogan. But is it worth it? 
* * * 

PERSIL HAVE rung the changes 


interminably on their origina! 
theme of “Somebody's mother 
hasn't been using Persi),” buy | 
think that they have steadfastly 
insisted on using more or |e 
realistic illustrations. This ts 
sensible indecd; the idea that you 
can spot a Persil-washed garment 
at a glance is so far-fetched that 
it would be madness to strain 
the reader’s credulity stil] further 
by using outlandish art, 
Whether Aertex are wise to de 
part from this principle and use 
such an exaggerated caricature as 
we have here is debatable. The 
illustration is so successful as an 
eye-catcher that much may be 
forgiven it. Indeed my chiel 
doubt is whether it was wise to 
use pictures of children rather 
than grown-up people. Parents 
have plenty to worry about 
goodness knows, but I) would 
never have thought that their 
children’s discomfort in hot 
weather was a pressing problem. 
It was sensible not to try to 
carry on the humour from the 
picture into the copy, and I ad 
mire the use of the simple sketch 
of the shirt to show at a glance 
that “Aertex means clothes”; but 
the trade-mark should either be 
large enough to be read or 


omitted altogether preferably 
the latter. In its place, and break 
ing into the coupon I would be 
inclined to show a picture of the 
free catalogue. Showing the 
reader what he will get for his 
coupon almost invariably sends 
up replies. 
* * * 

DAIMLER’S advertising agents 
had a hard task to introduce this 
new Conquest model, and it is 
interesting to see how they 
tackled it. Most people must 
surely think of the Daimler as 
a car that sacrifices speed for 
comfort, silence, and smooth 
running at the unexciting end of 
the speedometer scale. How 
should one announce that the 
new model is excitingly different 
from all this, without suggesting 
that other Daimlers are really 
quite jike tortoises? 

Any suggestion that Daimler 
had adopted a new, revolutionary 
policy, any hint that it had 
abandoned for a moment its 
smooth and stately and indeed 
royal dignity might alienate all 
those mayors and corporations 
and chairmen of directors who 
believe that to travel hastily is 
much worse than to arrive un- 
ruffled. Yet the point about the 
better speed had to be made 
quite clear to all. It would be 
as bad to underplay the story as 
io shout too loud about it. That 
must surely have been the agents’ 


Whether Aertex 
are wise to Use 
such an exaggerated 
caricature is debat 
able, but the illus 
tration is so suc 
cessful as an eye- 
catcher that much 
may be forgiven it 
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Aertex keeps children at a healthy even temp- 
erature right round the clock. In the heat of 
the day the special Aertex cellular weave 
ventilates and cools the body. But when the 
temperature drops it acts as an insulator, 
keeping out the cold and preventing chills. 
There are Aertex shirts, underwear, pyjamas - 


man and boys ; pyjamas, blouses, 
= and ooh 5; corsets and baties wear, tool 
low wall bring you full particulars. 


~ AERTEX 


| | 
| | 
De you know the name of your maarest Acrtex retailer? | 
| 
| 
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problem, and | think they made a 
remarkably good job of it. The 
slogan “Out of pedigree comes 
pace” doesn’t mean very much, 
but it is skied so high above the 
optical centre of the advertise 
ment that it scarcely matters. 
The main headline is excellent. 
ANiteration can be overdone, but 
the word “dashing” strikes me as 
being almost tailored to fit the 
situation. A dashing young man, 
white sergeant or even motor-car, 
is surely lively but not reckless, 
enterprising but not insane. And 
how excellently this lettering of 
the headline succeeds in being 


AD. MAN’S 


Laugh and 
grow fat! 
How To Succeed In Business Without 
Really Trying by Shepherd Mead 


(World's Work Ltd Qs 6d) 

This is not a book for those 
who insist that business cannot 
be a laughing matter. The 
author (a vice-president of a 
well-known American advertising 
agency) takes the view that all 
one needs in order to “get on” is 
a dislike otf work and 4 willing- 
ness to stab the right backs 
Pertinent advice along these lines 
is given to both men and women 


H.F. 


On conversation 

The Art of Conversation, by D. Erskine 
Muir (Odhams Press, 7s. 6d) 

All good men can come to the aid 
of the party, conversationally, if they 
follow the hints in this helpful little 
00k. Truc, one may at times have 
o deny oneself the pleasure of cap- 


bright and full of life without 
any of the sloppy untidiness of 
the loose script that so many 
people use when they want extra 
emphasis. As an example of 
brightness combined with dignity 
the layout and typography here 
are wel! worth studying. 

It is always frustrating to have 
to compromise in an advertise- 
ment or to be made to work with 


great restraint when the story 
would justify loud words in the 
largest type. To overcome all 


this and. still produce such a 
splendid advertisement must have 
been very satisfying for everyone. 


BOOKSHELF 


ping the other fellow’s reminiscences 

with one’s own, but if the other 
fellow has read this book and will 
practise the same heroic self-denial 
the party will go with a swing. 


M.H. 


Kemp's Trades Register of 
London (Kemp's Commercial Guides 
Lid., £3 3s.. overseas £3 13s.). This 
volume, in its SOO pages, covers a 
vast number of trades and profes- 
sions practised in the Metropolis 
Names and addresses are listed for 
ready reference in their appropriate 
classifications. Business houses wil 
find the “Register” useful, but 1 
should be understood that it is no 
a directory from which one can ob 
tain a complete list of names unde 


any classification. In the section 
headed “advertising agents,” for ex- 
imple, there are some surprising 


omissions. It remains necessary, to 
obtain exhaustive information abou 
those engaged in any one trade o1 
profession, to consult a specialised 
directory, such as Advertiser's 
Annual in the case of the advertis 
ing business. 
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LONDON CALLING 


The B.B.C.’. Overseas Programme Journal 


Member of the Audit Bureau of Circulations 


Average weekly net sales 
from January 1953 
to end of June 1953 


16.043 
V.LP. copies (complimentary)... . bab OA 


Total distribution 


FOR EXPORT TRADE ADVERTISING 


All enquiries to: Head of Advertisement Department, 


B.B.C. PUBLICATIONS, 35 MARYLEBONE HIGH STREET, LONDON, W.1L. @ 
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ties the ‘highodl AIBIC 
combined readership 
of any Sunday news- 
paper. 


In Class A it surpasses 
the Sunday Times, 
by 360,000 readers. 
In Ciasses A and B 
together it leads by 
710,000. 


In the total of A/B/C 
the Sunday Express 
has 400,000 more 
readers than the 
News of the World. 


THE HULTON 
SURVEY REPORTS THAT 


7,410,000 


PEOPLE READ THE 
SUNDAY EXPRESS 
EACH WEEK 


AVERAGE CERTIFIED 
NET SALE IN 
JUNE WAS 


3,291,280 
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Advertiser print buyers should 
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The screen printing process—! 


know how to use silk screen 


S‘ REEN printing is to-day 

4a major printing process 
with unlimited scope for devel- 
opment. No longer is it the 
poor reijation of other printing 
processes, neither can it be de 
signated a “short run” process. 
It is, however, still a fact that 
for short runs it is the only 
method by which quality 
colour printing can be pro- 
duced at an economic price. 
It is also a fact that with the 
advent of mechanisation it can 
now enter into fair competition 
with other printing methods, its 
great merits being its clarity 
and the excellent colour values 
obtainable, which surpass in 
quality and durability those 
used in any other kinds of 
printing. 

Consequently, as the process 
becomes better known, all kinds 
of industries are turning to screen 
process for certain classes of 
work, 

The fact that no colour blocks 
are necessary and size and shape 
do not necessarily matter, and 
also that printing can be carried 
out on almost any material, is 
giving the industry a scope pre- 
viously undreamed of. 

Although the principle on 
which screen printing is based 
goes back thousands of years in 
contrast to the 250 years or so 
since Caxton invented his method 
of printing, commercial screen 
printing as we know it to-day is 
only some 25 years old. Those of 
us who were pioneers can re- 
member jts early beginnings and 
can perhaps claim to write with 
some authority on this subject. 

As a Founder Member of the 
Display Producers and Screen 
Printers Association, it is my 
privilege to serve the trade as 
president this year. It is a 
pleasure, in this capacity, to 
sponsor a series of articles on 
screen printing which will be de- 
signed to be of practical help 
both to the national advertiser 
and the advertising agent. 

Most of the articles written to- 
day on screen printing are tech- 
nical in character whereas the 
point-of-sale user requires infor- 
mation on the merits of the 
process and how to get the best 
results therefrom. The screen 
printing method was brought 
into being as a “means to an 
end” in short, to reproduce 
artists’ originals when a “short 
run” was required for point-of- 
sale advertising purposes, To-day 
it has so many uses to adver- 


by 


By H. ASHFORD DOWN, 
managing director, Display Craft Ltd., President, Display 


Producers and Screen Printers Association 
who contributes an introduction to a monthly series 
of articles, written for advertisers, by specialists, on 
a comparatively new and progressive graphic art that 
has already become a major printing process. 

The next article, to appear on September 3, will be 
T. G. Phipps, director, 
International Artists, who will discuss screen printing 
from the point of view of the designer. 


Carlton Artists and 


tisers that a knowledge of what 
it can accomplish, and how to 
use it to best advantage, is 
essential to every print buyer. 

In its early beginnings, the 
process was able to turn out 
some first-class work but much 
depended on the individual skill 
of the operator and it has taken 
al least @ generation to train an 
army of specialists and craftsmen 
who have to-day put the industry 
on a sound footing, The trade, 
moreever, has been fortunate 
in having a strong Association, 
which for nearly twenty years 
has kept pace with modern re- 
quirements and helped to estab- 
lish a firm foundation on which 
to build for the future. 

There is in fact keen conscious- 
ness on the part of the more im- 
portant screen printing houses 
that they have a sense of re- 
sponsibility to develop their new 
craft on lines which will operate 
to the good of all. Books and 
articles have been written, lec- 
tures and talks given and exhibi- 
tions and competitions held, all 
with a broad-minded desire to 
pool general knowledge and pass 
this on for the good of the in- 
dustry itself. 


Young industry 

with unlimited scope 

To-day, we are still in the first 
blush of youth, a young industry 
with unlimited scope for develop- 


ment, full of enthusiasm, and 
with open and  untrammelled 
minds, able to take advantage 


year by year of the improve- 
ments which science is offering 
us, thus bringing about perfec- 
tion in production and a more 
speedy execution of work. 
Some of the best brains in in- 
dustry have enabled us to make 
advancement in every field of 
our service: the engineer, the 
chemist, the artist, the photo- 
graphic expert and the colour 
specialist have all come to our 
aid to help us in our work. With 
a sense of responsibility on the 


: 


part of screen printing houses 
and the friendly liaison with our 
appropriate trade union, we are 
making more progress to-day 
than ever in our history. 

The articles that follow will 
be informative and educational, 
and of especial interest to adver- 
tising agents. For example, a 
print buyer from an agency will 
write on the importance of 
close liaison between the agent 
or advertising manager and 
the screen printer and will stress 
the importance of designing work 
suitable for reproduction by the 
screen process, rather than 
adapting a design which has 
heen produced for some other 
process. Advertising agents will 
be advised to accompany their 
drawings with repro. pulls of 
type matter and a key drawing 
for colour separation where pos- 
sible. It will be pointed out that 
the expert print buyer who 
makes continuous use of screen 
printing should make a point of 
visiting the works of his sup- 
pliers from time to time both for 
educational purposes and to see 


the job in progress. It will be 
further stressed that close co- 
operation between agent and 


supplier will enable the agent's 
designers to make intelligent use 
of fluorescent paints, blending, 
stipples, half-tones, transparent 
printing and other features which 
apply only to the screen printing 
process. 

Screen printing for cardboard 
sales aids will be a subject of 
real interest to the national ad- 
vertiser because it will be ex- 
plained that the screen printer 
can print direct on board of every 
thickness, whereas by other pro- 
cesses it is usually necessary to 
choose “the machine for the job” 
and print on paper which is 
afterwards mounted on to board, 
thus causing delay and often in- 
creasing price of the point-of- 
sale material. 

Another intriguing subject will 
be contributed by a well-known 
supply house and entitled “The 
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future of half-tone screen print- 
ing.” The use of photographic 
stencils is to-day revolutionising 
the industry. Giant strides are 
being made in every direction 
and there is no doubt that con- 
tinuous progress will be made 
year by year. 

Another absorbing subject will 
describe the versatility of screen 
printing and demonstrate that 
there is to-day no limit to the 
uses of the process either for 
point-of-sale or industrial uses, 
outsize printing or printing of 
rounded shapes on almost any 
material, 

Design for screen printing is 
a subject which will be handled 
by a well-known art agency. The 
day has arrived when specialists 
must be trained to design especi- 
ally for screen printing, and ad- 
vertising agents who run their 
own studios will be advised to 
give their art staffs every oppor- 
tunity to study the process. 

The economics of screen print- 
ing call for special study and 
will be dealt with by a general 
manager who keeps a tight hand 
on estimating, costing, supply of 
materials, etc. 


Mechanisation increases 

scope and versatility 

“Quantity and Speed” will be 
discussed by a production mana- 
ger who knows his job.: Mechani- 
sation is completely revolutionis- 
ing the screen process industry, 
and as new and larger machines 
are brought into being, so the 
scope and versatility of screen 
printing will be further advanced. 

The increasing use of special 
machinery both for printing and 
assembly work are further 
points of interest to the print 
buyer who buys in a competi- 
tive market and needs to decide 
at short notice where to place his 
order. 

“Impressions of screen printing 
in six countries” will be con- 
tributed by a screen printing 
house whose managing director 
has recently returned from a visit 
to the Continent. This contribu- 
tor will also write on the indus- 
trial uses of screen printing. 

This year and next will be 
years of further progress. Two 
important exhibitions of screen 
printing and djsplay production 
lie ahead, one at the S.T.A.R. 
Exhibition Centre, Park Lane, W. 
November 17-20, 1953, and one 
at the New Horticultural Hall 
from September 20 to 24, 1954. 
Space is already fully booked at 
both these exhibition halls. 
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But look - there's 


It the jo! 
you're discussin 
involves the use of paper, 
INVit 
Spicers paper consultant alony 
Not only will he 
help you to avoid 
the pittall 
he will suggest new wa 
of putting paper to wor 
that will gis 
the jo 


an even greater impact 


speak to Gas 


Telephone: CENTRAL 4211 
19 New Bridge St., London EC4 


OLYE R TELEPHONE. HOLBORN 6245/6 | S 


Makers of the famous (818 Lincboard also manufacture 
and market pads and boards of very high quality 


PADS MADE MANY OTHER 


UP IN TYPES UF 
3 QUALITIES LING, MATT& 
TO SUIT ALL WASHBOARD 


AGENCIES 


AVAILABLE 


| 
$ H EY Monufacturers and Marketers of Boards and Papers | B 
0 TOOKS COURT « CURSITOR STREET - E-C-4 


| 


WHEN AUTUMN SCHEDULES 
ARE PLANNED..........4T IS WORTH BEARING 
IN MIND 


GOVERNMENT _ 20ue vorsshire Times 
CHRONICLE “46,378 ""™ 


The oldest and most authoritative weekly devoted to An average increase of over | ,000 copies per week in the last 6 months 
municipal affairs. 


21-22 GROSVENOR STREET, LONDON, W.1. Telephone GROsvenor 7452-3-4 H.R. TADGELL - 134 FLEET STREET, LONDON, E.C.4 - Telephone CENtral 3913 
(F) F.W.S 
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R. P. GOSSOP LTD. 


@ Artists’ Agents @ 
36 CARTER LANE, E.C.4 
CENTRAL 6950 


TERmious 6770 


GORDONS 


OF ie ESTER 
SCREEN PRINTED 


POSTERS 


AND SHOWCARDS 


SILK SCREEN ARTS LP 


97 SHIRLEY ROAD 
aooriscomee 


4iGMEST GRADE 
CLEAN © SHARP 
CRAFTSMANSHIP 


AMTOTYPE: x 


Photographic Enlargements 


in all sizes up to 80 sq. ft. 
The Autot Co. Ltd., 
London, wis 


.crRovoow 


Biart-e 


SPEEDY SERV CE 
) EXPRESS / 
DELIVERY 


in one piece 


Brownlow Rd 
EALing 2691 


With the January 1954 issue, 
CHILDHOOD PARENTS 
becomes 


PARENTS 


It is now the only SEMI- 
TECHNICAL Journal for 
mothers and mothers-to-be. 


It is now also the ALL-FAMILY 
MAGAZINE with the most 
faithful following. 


It grows and grows and now 


is TOO BIG and TOO 
GOOD TO LEAVE OUT 
OF ANY 


FAMILY ADVERTISING 


See it is on your 
SCHEDULE 


LEWIS PUBLICATIONS LTD. 


149 Fleet Street, London, E.C.4 
Central 9951 


EXTRALARGEMENTS 
photowork 


BLACK and WHITE or COLOUR 
ANY SIZE 


PHOTOWORK LTD. 


Brighouse, Yorkshire. Phone 1240 
73 Baker St., London, W.1. Phone WEL 0938 


SAMPLES On APPLMATION, 
“US SAVILLE 
sera Res Cok 
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Photography in Advertising 


_ Mix brains with the hypo 


and start a business 


N a market once again tend- 

ing to become overcrowded, 
what chance has a small inde- 
pendent business, lacking any 
real capital, of carving its niche 
in the fields of photography 
for advertising and editorial 
use? 

Three lively ex-R.A.F.) men 
Ronald Deighton, Gerald Wilkes 
and Norman Blackman who 
are making a wizard job of 
operating a new commercial 
studio at 120 Baker Street, can 
supply the answer 

Deighton, the ringleader, once 
with Studio Gilchrist, and for a 
short time post-R.A.F., in busi- 
ness on his own, teamed up with 
Wilkes, whom he had known 
since he was so-high, and at 
once decided to tind and then 
doggedly pursue at least one 
specialist line. Tho temptation 
for a small business ts always to 
accept any job at al! that happens 
along: a couple of guineas is 
better than two extra notches in 
the indrawing belt Deighton’s 
chosen specialist line was interiors 
in colour 

Why? 


Firstly, of course, because tn- 


teriors in| colour attracted him. 
Secondly, because colour trans- 
parencies of interiors present 


challenges of —colcur-balance, 
since existing lighting, either day- 
light or artificial, is so rarely 
even and Deighton had ideas 
of his own about the possibili 
ties of multiple synchro-flash to 
overcome “low spots” of lighting. 
Thirdly, he had studied the 
British press and noted that 
colour interiors were an increas- 
ing “commodity!” 

I report that the Deighton- 
Wilkes Ektachromes 9 of in- 
teriors of stately English homes, 
of magnificent lounges in the 


ereat Cunarders, of manufac- 
turers’ set-piece showroom in 
teriors selling furniture and 


fabrics, are amongst the finest 

I have seen. And I've seen a 

few — 

Wilkes, too, has established his 
own line, also with a preference 
for colour outdoor and indoor 
fashion. As a legitimate offshoot 
of their activities, a distinctive 
line in colour still-lifes has been 
established, with emphasis on 
absolute fidelity of tone, texture 
and detail. 

Such secrets as there may be 
in their colour work though 
Deighton and Wilkes are refresh- 
ingly modest about their work 
and reluctant to talk rest on 
three points: very careful selec- 
tion of bloomed lenses, extreme 
accuracy in lighting balance 


advises JOHN HERON 


essential in) colourwork and 
handling their own Ektachrome 
processing throughout, 

Deighton considers that there's 
a lot of nonsense talked about 
processing, and specially about 
the difficulty of processing colour 
stuff. All that’s needed is strict 
adherence to makers’ instructions, 
and the intelligence not to repeat 
the mistakes you are bound to 
make in early stages. 

If you must start a business of 


your own and long live the 
pioneers! be advised by bus- 
ness manager Norman Black- 
man... . 


“Of course we'd like to pretend 
we don’t do anything but colour,” 
he said, “but when it’s a question 
of balancing our own personal 
budgets, and the business budget, 
we can’t fool anyone even 
ourselves. So we specialise in 
two or three fields, with fair 
success judging by the quality of 
the journals and agencies using 
us Good Housekeeping, 
Woman's Own, Homes and Gar- 


dens, Erwin Wasey, to name 
some but we gladly turn our 
enthusiastic hands to mono- 


chrome work. Bread and butter, 
whether in technicolour — or 
black-and-white, is still bread- 
and-butter!” 

But it was the auiet, seldom- 
speaking Gerald Wilkes who put 
his finger on the spot. 

“When we photograph,” he 


commented, “we try and mix 
brains with the hypo.” 
*” * ¥ 
BOUT a year ago (uly 3, 


1952) 1 contributed an enthu- 
siastic page on a simple new 
colour process which the features 
editor headlined as the “most 
hopeful photographic develop 
ment of recent years.” Hopeful, in 
the sense that here at last was a 
home-produced colour process 
which promised to bring simple 
and successful colour nrinting (as 
against transparency - producing) 
to professional and = amateur 
alike at relatively moderate cost. 
| went into the matter in some 
detail in that issue, which re- 
corded the inauguration of the 
process — Pakolor — of which I 
already had successful experience 
myself. 

Since last July I have heard 
many lukewarm comments about 
Pakolor, and have even been 
chided for my enthusiasm. Whilst 
nobody has blamed me for wav- 
ing a “Buy British” flag, some 
have suggested that Pakolor has 
by no means” proved what 
had been honed a 
simple and reliable 
obtaining — true-value 


foolproof, 
method of 
colour 
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prints, one of the virtues of which picion that they tried to get . 
was to be that a degree of colour Carhro quality at the price of 
correction could be achieved in a ftew shillings per print. 
the projection printing. Nevther do Ll know whether ae 
Thomas Ebeling, sales manager they could afford to pay a 
. of Associated British-Pathé (who high price for a special high 
distribute Pakolor), and Dr. K. 1 quality, 
Jacobson, the — distinguished 3. The strangest group of all are 
scientist, to whom Pakolor owes photographers who take a | 
its advent, have taken the criti- few Pakolor negatives and | 
cism which | passed on to them expect to reach a master qua | 
in good part, and have come lity at the first try. They seem | 
back fighting which includes to forget completely that they | 
sending me a sample print of have spent years to get ex- 
very recent origin an impressive perience in black and white, 
study of the robes of the Royal and seem to assume colour ts 
Victorian Order cleaner and something they can ‘do’ 
truer in values than earlier without any experience what- 
Pakolor one has seen, Dr. Jacob- soever. 
son's reply is so well put that the “IT do not want to convey to vou 
best thing I can do is to print it the impression that there is no 
as received. | would just add that) ground for criticism at all. 1 fully | 
| 


N 


AUGUSI 


This sensitive 


it carried an 
selection of the 
which I shall 
accept, and on which I may have 
opportunity to report anon. Dr 
Jacobson writes: 

“For quite a while | have been 
puzzled by the fact that some pro- 
fessional people get excellent re- 
with Pakolor, 
have nothing but criticism of it. 
I have, therefore, investigated this 


; , , and perhaps you know the sort of people we are 
and have come to the following — jnterest of development of colour nd j ps y n peor 
conclusions 


sults 


6. 


study for 
Revlon 
fagent, Mc- 
Cann Erick- 
son) by Wal- 
ter Hiller is 
an outstand- 
ing example 
of immagina- 
tive double 
printing. 
Walter Hiller 
recently 
broke away 
from Gee & 
Watson Ltd. 
1o form 
his indepen- 
dent com- 
pany, Hiller 
& Swatton 
Studios Ltd. 
atl York 
huilad- 
ines, London, 
W.C.2 


PP 


Pakolor work, 


photography if men of vour ex- | If you think you would like to work with us, 
1. Some photographers take ex perience would help us and other | please write to the Managing Director. 
cellent negatives, get good — manufacturers to educate people | 


prints and are satisfied with in taking and processing colour 


the results. 


. . but would be delighted if replies confound us. 
There is another class of This is fair comment, and I am . ' 
photographer who take rea- looking forward to further per- It would be an advantage 
, ’ ~ » . >» > “ > 
sonably good negatives too, — sonal experience of Pakolor, in its if you have had experience of women’s accounts. 
hut 1 could never satisfy them — jatest improved form. I can only 


with any print we gave them, — record that I have had most satis- 
although we tried to adjust factory prints. Grumbles have 
the colour balance according come. however. from those who 1 
to their taste, etc. Lam rather — must suppose have had greater NY Ey 
mystified about what they ex- and apparently less happy experi ~ MW 

pect. | have rather the sus- — ence than mine 


1953 


invitation to see a 
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UNUSUAL JOB 


 . GREATIVE 


realise that as with any other 
colour process there are still all 
sorts of shortcomings. I would, 
however, like to emphasize the 
follow ie. 

“All experts, writers, and lec 
turers in photography should do 
their best to spread and increase 
the knowledge of colour photo- ” ' —s liti 
while others graphy Whether you decide in near top level with most decidec potentialities, 
favour of Pakolor or not, is up to | You know the sort of work we do, 
vou, but it would be in the general 


most recent 


We feel that relatively only a few people can fill the job, 


materials.” 


JOHN TAIT AND PARTNERS \L 


WALTER BIRD 


ADVERTISING HEADS 
Monochrome or Colour 
Paene FRO 1010. 1019 | exhibit in the best positions. You or your 


Photographic Illustration Ltd 
65 Cromwell Road, S.W.7 


y | 


Grand Buildings, Trafalgar Square 


\ 
Ww 


DAILY CALENDAR PADS 
with bold figures and a literary tit-bit for 
each day fitted to your trade announcement, 
will ensure a full twelve months free 


| MERCURY (Words of Wisdom) 
| 


printer can obtain Mercury Pads from 
DAILY POST PRINTERS 
WOOD STREET, LIVERPOOL 
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A Trade Fairs Division has 
been set up by the British Cham 
ber of Commerce for Italy to 
help United Kingdom exporters 
to take part in Italian fairs at 
comparatively low cost and to 
give general advice on the ques 
tion of publicity through trade 
fairs in that country 

(. Kerry, who has for some 

years past organised = success 
ful British displays at a number 
of Italian fairs, has been ap 
pointed honorary secretary of the 
British Chamber of Commerce 
Fairs Division and will install a 
British collective exhibition at the 
well-known Fair of the Levant 
which takes place at Bari from 
September § to 23 next. 

For a small fee to cover run- 
ning expenses and staffing of 
the stand, manufacturers may 
display leaflets, posters and 
other advertising matter as well 
as small samoles of their goods. 
Inquiries arising from the dis- 
play would be nassed on to 
participants, and the services of 
the Chamber in selecting poten- 
tial agents and advising on im- 
port restrictions, etc., would be 
available to exhibitors. 

British exporters may feel that 
this opportunity of bringing thei: 
goods to the notice of Italian and 
Other visitors to the Bari Fair at 
a very low cost is one which 
should not be missed. 

The Chamber is also the 


eats © are 


eee ee 
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Publicity advice 


on Italian fairs 
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accredited United Kingdom 
agents of the Bari Fair. 


Australia 


The effect of synthetics on the 
woo! industry is being studied in 
the United States by the president 
ot the New South Wales Sheep- 
breeders Association, Mr. 
balkiner 

In a statement Mr. Falkiner 
has said that there was no doubt 
that the main object of the big 
American companies was to dis- 
place wool The resources of 
these companies were as big as 
the Australian national income 
and the amount they were spend- 
ing on research each year was 
about equal to the value of the 
total Australian wool clip in the 
depression years. 

With the decline in the world 
sheep population and the em- 
bargo on Australian merino ex 
ports, wool might become a 
luxury fabric within 25. years. 
The only bright spot Mr. Falkiner 
said he could see for the future 
was a combination of synthetic 
fibre and wool. 


. 

Belgium 
-_-_-_-——_ 
Representatives from some 26 
countries attended the recently- 
held Second International Con- 
gress on Food Distribution in 
Ostend. Proceedings included a 
thorough consideration of distri- 
bution techniques, special atten- 


* 


Organised by the Belgian Federation of Food Distribution Associa- 
tions the Second International Congress recently discussed various 
aspects of processed foods advertising. 


Advertising and 
selling problems 
in Switzerland? 


Aucust 6, 1953 


To display their domestic appliances on the Arts Menagers stand strip 
lighting was effectively used by the English Electric Company Ltd. at 
the “Made In England” exhibition recently held in Switzerland. 


tion being paid to self service re- 
tailing. 

In a statement of general con- 
clusions reached at the Congress 
it has been pointed out that the 
excessive number of brands and 
sizes of the same nroduct involves 
a dispersal of selling effort and a 
consequent slower rate of stock- 
turn. It was therefore suggested 
that distributors recommend 
moderation in this field consis 
tent with the reasonable desire of 
the consumer, 

Concerning advertising the 
conclusion was that when carried 
out honestly and intelligently for 
quality products or good service 
a positive reaction on the part of 
the public always results. This 
type of advertising, it was stated, 
“is a productivity factor, since by 
increasing consumption, it enables 
the reduction of the unit cost of 
production and distribution.” 

A full report of proceedings ts 
being nublished by ‘he organisers 
of the congress 


India 


ume 
According to the Lnited King 
dom Trade Commissioner at 
Bombay, the Triton Trading Co., 
Ltd.. Mercantile Chambers, 
Graham Road, Ballard Estate, 
Bombay |, wish to represent firms 
manufacturing the following items 
of office equipment 
Adding and listing and cal 
culating machines for Indian 
currency work; cheque writing 
and postal franking machines 
for Indian currency; coin 
handling machines for Indian 
money; dictating machines; 


typewriters, and any other 

allied line. 

The company was established 
in 1945 and is an associated firm 
of Chavannes & Co., Ltd., of the 


is the leading and largest adver- 
tising organisation with 50 branch offices. 
General information and 
exact estimates are supplied free and 
without obligation to you. 
Write to our fully equipped 
Foreign Department, 
3 Av. Benjamin-Constant, Lausanne. 


same address. Messrs. Chavannes, 
who are an old established con- 
cern dealing mainly in drugs, 
chemicals, metals, hardware, etc., 
formed the Triton Trading Co.. 
Ltd., specifically to handle 
agencies for office equipment, 
filing systems, calculators, etc. 

It is considered a suitable con- 
tact for U.K. manufacturers of 
office equipment and is capable 
of covering the whole of India. 


Southern Rhodesia 


The radio listening habits of 
the 105,000 Rhodesian Europeans 
over the age of 16 are surveyed 
in a study issued by Lourengo 
Marques Radio. The _ study, 
which was conducted by the 
Operational Research Bureau, 
was spread over eight consecutive 
days during the latter part of 
February. 

Listening to the Rhodesian 
stations, especially at those times 
when the B.B.C., news and other 
programmes from London are 
relayed, was shown to be quite 
high. There was some direct 
listening to the B.B.C., at night 
but next in popularity to the 
Rhodesian stations was Lourengo 
Marques. The claim is, there- 
fore, that Lourengo Marques is 
“the only commercial station with 
any worthwhile listenership in 
Southern Rhodesia.” 


Switzerland 


The Neue Zurcher Zeitung 1s 
going to publish a Ladies’ and 
Gentlemen's Autumn Fashion 
Supplement in September. 

The sizes of the advertisements 
will be restricted to 4, 4, or 4 
page “in order to give the supple- 
ment as neat an appearance as 
possible.” 
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It is strange—but truc—that a great 
turers spend considerable sums of mon 


mark, their product—and somebody c! 


To supplement international campaiy 
local trade papers published abroad 
is natural that the name and addres: 
the agent, but the trouble is that all 1 
extended the practice of indigenous 4 


where the appropriation can no long 


No. 3. Who goes there ? 


y British manufac- 
idvertise their trade 


name and address. 


y booking space in 
ound policy and it 
1 should be that of 
iny companies have 
rtising to the point 


vermit the adequate 


use of that mainstay of British oversc.s trade —the export 


journal published in Britain. 
substantial number of very good 1 
publications which are suitable for 
equipment, and it is easy to sce how 


goodwill and lose business 


And if an agent should be changed - 


be made— and everyone knows that 


established overnight. 


Forging the link between product 


pounds a year on overseas publicity 


Add this the fact that a 
ts do not have any 
ertising engineering 
ompany can forsakc 


whilk nding thousands of 


en a fresh start must 


bad reputations are 


| manufacturer is no 


problem to advertisers in MACHIN! RY LLOYD. Only 


two contracts are needed to reach cvery country in the 


CLEAR THINKING ABOUT EXPORT ADVI .TISING 


world not with just a ha | of copies, but always in 
sufficient numbers to allow t! vertiser to dispense with any 
further expenditure in most and so permit a concentra 
tion of effort in the more rewa vy territories. In addition, the 
replics from our readers ar iseful guide to market con 
ditions and provide a checl he ability of the agent, while 
the tree services which we yp to all clients go on reducing 


costs and creating more bu 


To get to know those whe | his products (and those who 
don’t) is why the wise man 


MACHINERY LLOYD at « 


schedule and then (and on hen) looks for the journal 


urer takes good care to place 


cad of his export advertising 


with specialised interests in er trade or territory. 


If you would like to know mori ut MACHINE: RY LLOYD, 


and how it can help to identify with your product, write or phon 


for a free copy of our booklet an. specimen copies of the journal. 


M/.CHINERY 
C= 5 pie! 


6 Cavendish Place + London W.1 + Lan 4204 


“WHERE FEW HAVE TOO MUCH 
AND FEWER TOO LITTLE” 


This is how the Danish 
poet Grundtvig described con- 
ditions in his own country 
over 75 years ago. Since that 
time large sums have been 
expended in market research 
and have reached exactly the 
same conclusions; the words 
are, in fact, truer to-day than 
when they were written. For 
Denmark is a_ middle-class 
market, well off by inter- 
national standards, where the 
advertiser can safely cast his 
net wide—though not too 
wide. 


By advertising in Hjiemmet, 
Denmark's leading magazine, 
you wil! reach not a small snob 
audience but a high proportion 
of the solid middle-class public 
which has the means to buy 
imported products—over a 
quarter of a million families 
representing a quarter of the 
country’s entire population. 
And remember, in Denmark 
the average expenditure on 
British goods last year was 
over £70 per family. 


HJEMMET 


Denmark's leading Weekly. Exclusively represented by 
JOSHUA B. POWERS LTD., 14 Cockspur Street, London, S.W I 
Telephone: WHitehall 3366 


—? 


Could YOU Guess 


More local advertisers use the columns 
of the Belfast News-Letter than those 
of any other Northern Ireland morning 
newspaper. 


There is only one reason for this and it 
is the best of all reasons. 


We feel sure that any Advertising 
Agent or Advertising Manager could 
guess what it is. 


Established 1737 


Vore than a newspaper —an institution 


Belfast News-Letter 


BELFAST : LONDON ; 
Donegall Street 85 Fleet Street 


ADVERTISER'S WEEKLY 
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Press publicity aids 
P.V.C. sales 
Publicity through press and 
trade exhibitions has helped to 


increase public confidence in 
the plastic p.v.c. film 


Early production problems had | 


caused faulty and imperfect film 
and the public had become dis- 
trustful, according to R. M. | 
Baxter, sales manager, Greenwich 
Leathercloth Co. Faced with this, 
certain big manufacturers with 
large-scale production units deter 
mined to produce only the best, 
despite the irresponsible activities 
of others operating imadequate 
and uncontrolled factories 

At the same time efforts were 
made to develop consumer confi 
dence by the use of brand names, 
the introduction of B.S.1763 and 
the Kite Mark. 

The acceptance of this film by 
the public and the trade repre 
sents a most important develop 
ment. It is now no Jonger re 
garded as a substitute or ersatz 
post-war product. Direct con 
sumer demand is being further in 
creased by marketing the film 
with metallic finishes, embossed 
printed effects and, very recently, 
with photogravure printing. 

Also contributing to the current 
demand is the acceptance, as a 
result of sound merchandising, of 
uses by industries other than the 
rain-wear and making-up trades 
These include the pharmaceutical 
electrical, sealing tape and pack 
aging industries. 

There are great possibilities of 
expansion ahead for p.b.c. sales, 
Mr. Baxter believes. These, how 
ever, could only be undertaken, 
in his view, by maintaming high 
quality standards, retaining con 
sumer confidence, and the persis 
tent education of the public and 
industry as a whole, coupled with 
sound merchandising. 


Autocycle and 
cyclemotor guide 


Owners of autocycles and 
cyclemotors will find a mine of 
useful information in the third 
edition of Autocycles and Cycle- 
motors: How to get the best from 
them, Written in a simple, ndn- 


technical style by experts on The | 
Motor Cycle staff, this practical | 


handbook of 140 pages has been 
published by Hiffe & Sons Ltd., 
at 5s. 

Illustrated by clear perspective 
drawings, the book gives a com 
plete description of the principles, 
maintenance, repair and adjust- 
ment of these popular machines. 
Not only are mechanical matters 
dealt with, but the art of riding 
is fully explained; there is a com 
plete explanation of how the 
owner is affected by the law, and 
taxation, insurance and running 
costs are all discussed. 

The illustrations, which cover 
almost every operation and ad- 
justment mentioned tn the text, 
include special cutaway drawings 
of 16 different autocycle and 
cyclemotor engines now available. 


Photographers 


The Fifty Three 
Group 


Colour 


Photography 
at Competitive 


Prices 
26 HANS ROAD 
S.W.3 
KENSINGTON 7612 


LONDON ART SE 


PHOTOCRAPH 


Che Rents 
Ca Clean aes WC2 


COMMERCIALLADVERTISING 
PHOTOGRAPHERS 


A PY SERVICE « Phone MOL 8669 


COLORGRAPH 


Photographic studio speci- 
alising in color in all its 
applications to advertising 
photography. Point of sale, 
showcards, calendars, etc. 


Settings built and furnished 


* Color prints to 24” ~ 20° 
* Color transparencies to 
15” . LA 
* Color stereos 
* Color library 
at 


Colorgraph Studios (London) Ltd. 
8 Bream’s Buildings, E.C.4. CHAncery 3416 


A.C.K.WARE service includes 
an extensive library of Colour 
’ and Monochrome pictures 


A.C.K.WARE (Ace p-aac2) LTD. 
28a Basinghall St.. London, £.C.2 


ME Trepeliten 0436-7 
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Photographers ——_— Animated Displays = 


LY D)) 
Spectalists in 
Photo-Enlargements 
in Tone and Line 


295 
Camberwell New Road 
SEF. 
RODNEY 5811/2 


iii 
© = * Showeards 


ror 
SILK SCREEN PRINTING 


DISPLAYS, SHOWCARDS 


90 STORE BEWINGTON WiGH ‘TREET 


Piastic 
Disptay 


[nits 


FOR QUALITY DISPLAYS 


36-37 MAIDEN LANE STRAND W.C.2 
TEMple Bar 0397 


= Cut-out Letters 


No more black and white, Please! 


COLOUR 


PHOTOGRAPHY 
ONLY 
COLOUR 
— PRINTS 
— TRANSPARENCIES 
— SEPARATIONS 
PULITZER 


5 KENSINGTON HIGH STREET, W.8 


WESTERN 2647 


display 


lettering 


Cut-out relief lettering, 

ready gummed, !2 types, 3/16°-8" 
LONDON INDUSTRIAL ART LTD 
33 Jubilee Place, $.W.3. Tel. FLA 6816 
ORDER DEPT. 3 All Saints Road, W./I! 
Tel. PARK 943! 


SCREENASCOPE 
AUTOMATIC PROJECTOR 
FOR EXHIBITIONS 


CRANE AUTOMATIC CO. LTD 
Makers of Advertising Devices 
Hong Kong Works, Exhibition Grounds 
Wembley, Middlesex. Wembley77 33/7734 


Exhibitionse Displays 


J. WATSON (London) & CO. LTD. 


Display Units in Plastic 
and Metal 


BASSEIN HOUSE - BASSEIN PARK ROAD 
LONDON, W.12 + Telephone SHE 4363 


doubless 
any SE hv rece 
(3 MENTISH TOWN ROAD LONDON NW 


DISPLAY & EXHIBITION 


Sin 
SCREEN 


DISPLAD LTD. 


CASTLEFIELDS 
MANCHESTER 15 


BLACKFRIARS 0656 


THE EARLY FIRM 


COOK’S 


DISPLAY PRODUCTIONS LTD 


124 Ladbroke Grove, W.10 
"Phone PARK 8652 4 


- 167-171 QUEENSWAY, i: 


be Phone : BAYewster 2291-2 ~ 
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Supplies... 


= = 


= SS SS 


PROCESSES 


SEE THE JOB THROUGH 


From Studio to Camera 
to Press—on the 
Premises. 


Speed and Efficiency in 
Silk Screen Printing and 
Display Making 

Telephone : 


SHOreditch 5041-5 


1246 HOXTON STREET 
LONDON, N.! 


FO? QUALITY 
SILK- SCREEN PRINTING 
AND PROMPT DELIVERY 


14 WEMDELL RO. LONDON. W.I2 


SHOW’ ARDS POSTERS 
WINDOW BILLS +. CUT-OUTS ek 


LICENSED DAY-CLO PRINTERS 


Advertising Novelties 


Advtg. Pencils 


Advertising Gifts 
Let us suggest gifts 


Send us your enquiries. 


ANGLO FANCY PROOUCTS LTO 
4 janulacgurers 
y mill 


 NWe 
Prores Hampstead $858 ang Gladstone 676! 


ADVERTISER'S WEEKLY 


Legal and 
Gazette 
FIRST MEETING OF 
CREDITORS 


The first meeting of creditors of the 
Sanitary Publishing Company Lid, 
S Breams Buildings Chancery Lane 
tC.4, publishers, was held at the Board 
ot Trade Offices, Inveresk House, 46 
Surand, London, W.C., when the Official 
Receiver reported that the winding up 
order was made on June 22 At that 
date the sttractere were DM. McNichol, 
Ronald B. S. Thompson, Colin Frost and 
Richard Leslie Phillips The company 
was formed in May, 1922, with a nom 
nal capital of £6,000, of which £4474 
was issucd Its main business was the 


FRANK WINTERBORNE 
STUDIO 


Artists and Designers 
Telephone: REGENT 1096 


STOKES & DE MILLE 
STUDIO 
for CUT-OU1 
DISPLAY DESIGNS 
7 Wine Office Court, Fleet St. E.C.4 
CENtral 6656 


W.c. RMY MENT 


RAY SIGN WORKS 
DURHAM ROAD. LONDOW.N.7 


ARCH Wary asa 


SILK and 
SCREEN 
PRINTERS 
SUPPLIES 


GERORGE HALL’S 
of course! 
GEORGE HALL (Sales) LTD. 


111 Wellington Road, South, 
Stockport. Tel. STO 3375 


haegts*? 


inpeegeeerer™ 


TUDOR ART AGENCY {TD 


representing 


FREE LANCE ARTISTS 


| FURNIVAL STREET, LONDON, E.C4 


HOLbore 6841 CiAncery 3506 


HYPNOCOLOR LTD. 


Silk Screen Printers 


15-16 Gough Square 
Fleet Street, E.C.4 
CITY 2787 


First in Fluorescence 


'@¢42 19s 3 


LETTERPRESS 
CARTONS 


OW & WATTS L1d. 
oe ePwoRTH $T.,LONDON, EC £.2 


mONarch 7408 (three 


DESPATCHING 
SHOWCARDS? 


We pack and despatch 
Showcards—Displays, etc. 
Any Shape, Size or Quan- 
tity at the most reasonable 
cost and with the utmost 
speed. Write or phone 


E. CHRISTIAN & CO. LTD. 
63 St. Paul’s Road, N.! 
CAN 246! 


VERY RARE! 
* photographic ’ 
RETOUCHING 


a ‘natural’ retouching 
essential to good advertising 


Phone CHAncery 3902 


SMH 


53 Doughty Street, W.C.| 


———— 
Packaging 


Booklets 


UT Folders 

Fo ru mM Lettering 
Design 

ART SERVICE LTD. 

10-12 BURY PLACE, WCI Layout 


HA 412 ne 
anciaab aman ae 


aoof « weekly journal Municr 
pal Engineering, Sanitary Record and 
Municipal Motor, which journal was 
founded in 1874 under the tithe of The 
Sanitary Record 

R. L. Phillips had said that in or about 
April, 1952, he and a former director 
decided to modernise the journal In 
October a mew version was issued. The 
price of the journal was then increased 
from 6d. to Is. per copy 

The modernised issue was shown at 
the Public Works Exhibition in Novem 
ber, 1952, with reasonable success In 
March of this year debenture holders 
appointed a Receiver under powers con 
tained in their debentures, The Receiver 
had carried on the business and had now 
sold the weekly journal and annual 
directories; the company’s stock ot 
books; its controlling shareholding in 
another concern; and book debt. for a 
total of £7.750. He had also disposed 
ot the lease of the company's offices at 
Breams Buildings, EC. for £500 and 
certain sundries for £240 

The statement of affairs disclosed gross 
liabilities of £17.219 against gross assets 
estimated at £4,226 The liabilities com 
Drised: £221 due to preferential crediwrs: 
5698 to the debenture holders, and 
£11,300 to unsecured creditors 

A resolution was passed for the ap 
pointment of M_ Rainsbury, accountant 
“1 Beak Street, London, W 1. as liquida. 
for, together with a commitice of inspec 
tion 


ee School of 
Commercial Art 


The first meeting of creditor of 
Chelsea School of Commercial 
Glebe Place, Chelsea, London 
was held at the Board of 
Offices, Inveresk House. Strand 
when Fo M. Collins Official Receiver, said 
that according ty his present information 
there were assets of only £28 108 to meet 
liabilities of over £4,000 

No resolution was passed and the mat 
ter was left in the hands of the Official 
Receiver as liquidator 


WILLS 


Geowce Revwen Rocres, of 24 Pop 
lar Walk, Herne Hill, SE for over 
30 years London representative of the 
South Wales Argus, and who had repre 
sented several other newspapers in Lon 
don including the Freter Express and 
Echo, the Torbay Herald, the Western 
Times the Peterborough Advertiser’ and 
Citizen, the Kettering | Telegraph 
and the Kettering Leader lett 
£9.969 9s. 44. grows, £9,890 128 64 net 

Peacivat Joun Nuwn, of § Crescent 
Wood Road, Sydenham Hill, SF 4 
director of Odhams Press Lid, left 
£237,603 48 id. gross, £242 S15 Je. Od 
net 


Goapon Horr Ronson of Strete 
Lodge, Strete, Devon, chairman and 
editor of Fairplay, the weekly shipping 
journal, left £24 Sa! 12s arrow 
£12,254 Is ad net 

Feeo = Pareiwk of “Alamere” 17 
Burghley St Kettering, a director of 
West Suffolk Newepapers. Lid and West 
Norfolk Newepapers. Lid and manager 
of the Bury St| Edmunds Free Press for 
4 years, left £13,211 ‘Ss 10d gross, 
£13,151 Be Od met 


CHANGES OF ADDRESS 


The Avon India Rubber Co., Lid. (ad 
vertising department) to Meiksham Wilts 
Everest Advertising Ltd. of Bombay 
(London office) to 18 St George Street, 
Hanover Square. London 1 
Frank Gayton Advertising Lid., wo 1% 
Upner New Walk. Leiwester 
The Fishing News (Arthur J) Heigh 
om Lid) w 68 Victoria 


h Sandards Institution to 2 Park 
Street, W.1. on August 17 
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ADVERTISER'S WEFKILY 


A founder of the 
Quarter Club 


MIAN with a varicty of hobb is 
F. P. Debenham, wiio has now tiken 
over the advertisement mana ship 
of the Sunday Pictorial. Sport is his 
great love, headed by football, 
cricket, and fishing. Tle used to play 
for the Hendon F.C, and is now its 
press secretary and one of its sclec- 
tors. He has, as he puts it, “hung 
up my football boots,’ but plays 
tenmis imstead. Add to th the 
breeding of tropical fish and one has 
about exhausted his avocations. Un- 
less being a Freeman of the City of 
London can be described as such! 
he is now waiting to be assigned to 
one of the Livery Companies 

Like a number of other notaby! 
ties in the press and advertising 
fields, Mr. Debenham started with 
ADVERTISER'S WEEKLY as a space 
salesman Then, after a spell with 
the Straits Times, he helped form his 
own newspaper representation com 
pany, Crane, Debenham Ltd. Re 
signing from this in 1938, he joined 
the Sunday Pictorial as a jumor re 
presentative and, after a wartime 
career aS an airfield controller, 
came back in 1946 

Mr. Debenham is one of the 
founder members of the Fleet Street 
Quarter Club, comprising four new 
papermen and four agents. [It owes 
ts name to the fact that it meets 
once a quarter. 


ACCOUNT executives can be 
ruthless: if a layout is wanted by 
a certain day they'll have it or 
else . . . And one of them carries 
his ruthlessness even to the hen-run! 

Checking dispatch instructions for 
his village horticultural show (the 
big day of the year at Burton Overy), 
Gus Franklin, of Gee Advertising 
Ltd., Leicester, discovered orly 
three eggs cach in the white and 
brown sections, whereas the show 
schedule specified four. With no 
eggs in the larder and closing date 
in 20 minutes he gave a quick pep 
talk to the hens, and they produced 

one tinted egg. 

With the three white eggs, it was 
entered with a plea for extension, 
This granted, the chairman of the 
Publicity Club of Leicester made 
a big appeal to his hens and one 
white egg emerged to replace the 
tinted one, 

Results were even quicker than 
with most layouts. The eggs were 
awarded first’ prize three hours 
Jater! 


American hosts 


eh ANDSOME hospitality is part 
of the American make-up. A very 
fortunate beneficiary of this trait is 
Albert Gibbs, who recently retired 
after 34 years’ service as doorman 
of the American Club of London, to 
which many members of the Adver- 
tising Club of New York belong. 
The United States Lines gave him 


ADVERTISING MANAGER’S CORNER 


Marrice lz The Naim 


We just thort we'd lyke to triowt thice nu spelling 


tu see if it had ent possibiliteez as a poynt ov sail 


stunt. 


Frankl wi doant thine it haz but aniwat 


even if it duz luk pritth horribl it will proov won 


fakt: that the boiz bak heer ar rite on thair toze 


wen it comz to chaising up nu ideaz. They beleav 


in trying everything. 


keeps the customerz happi. 


rownd, wot? 


They find it paiz them and 


Good biznece orl 


distinctive showcards, clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, W.! 
Tel.; REG 3295-6 


Albert Gibbs, retired 
the American Club of London, be- 
tween Howard Ives, door captain, 


fjvorman of 


and Charles C. Green. managing 
director, Advertising Club of New 
‘ork. 


a round trip to New York; on his 
arrival in New York his friends 
presented him with 1,000 dollars; 
and before he left he was given £500 
by the American Club of London! 

But that is not all. When he was 
given a reception at the Advertising 
Club of New York, it was thought 
a good idea to have the “door cap- 
tain” of that Club, Howard Ives, 
play host. In the famous Thirty 
Club room, dominated by a huge 
picture of the House of Commons, 
Mr. Ives presented Mr. Gibbs with 
air editions of the London Times as 
a memento. Mr. Gibbs also visited 
the Club's roof garden, known as 
the “S.S. Siesta.” which boasts an 
ocean liner decor complete with 
gangplank. 

* * * 


THe first thing that caught my 
eye when I went to bid farewell ta 
Jack Bottell he retired from 
Alfred Pemberton’s last week after 
50 vears in advertising was a little 
statue of Disraeli on his desk. Noth- 
ing unusual in the fact that the 
Statue was there perhaps, because 
the great statesman used to live at 
93 Park Lane which now houses 
the Pemberton agency. But the base 
of the statue carried the famous 
Disrach quotation “There are 
three kinds of hes lies, damn lies, 
and statistics." To have such a 
statement at large, particularly in 
an advertising agency, is typical of 
Jack's keen sense of humour and 
cheerful outlook on life. 

For the next year or so he will 
be busy at his Sutton home build- 
ing a greenhouse and workshop. The 
former because he is very fond of 
gardening and the latter because he 
iS Very expert at woodwork “par- 
ticularly pelmets.” 

When it comes to a tribute I 
don't think I can do better than to 
quote from a Sunday Pictorial adver- 
tisement featuring Jack, which ap- 
peared in) AbvertTiser’s WEEKLY 
back in 1950. “He's a gentleman. 
A man seldom roused to anger. 
man who, in the highly competitive 
game of advertising, has stecred his 
way to the top with the maximum 
of quiet efficiency and the minimum 
of flamboyant push.” 


* * * 
BRETURNING to this country 
again shortly is Roy Thomson 
still anxious to buy a local evening 
or a good weekly paper here. He 
launched Canada Review in the 
spring and left his son Kenneth 
Thomson in charge while he re- 
turned to Canada to see to his many 
commitments there. He has recently 
be en re-elected chairman _ of 
Canadian Press, the Dominion's 
news-exchange agency, and is a can- 
didate in the Canadian Federal 
elections, Standing as a Progressive 
Conservative for York centre in 
North Toronto. 
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His hobby is 
hitch-hiking 
ERED-BEARDED Robert Linney 


has joined the creative advertising 
Staff of Jenson and Nicholson Ltd., 
manufacturers of Robbialac Paints, 
taking up his appointment this week 
at the Company's St. James's Stre 
offices. 

36-years-old Bob Linney started 
his advertising career in 1946 as 
publicity man with Raleigh Indus- 
tries Ltd., the Nottingham bicycle 
manufacturers, leaving them = in 
November 1948 to join the Coventry 
headquarters of Harry Ferguson 

td. as chief copywriter. Later he 
was promoted to the public rela 
tions branch and operated from the 
London office as assistant P.R.O. 

For the past eighteen months Mr. 
Linney has been a member of the 
press relations section of Odhams 
Press Ltd. at Long Acre. 

During the war, as a p.o.w. in 
Germany, he edited and published 
an underground camp “newspaper,” 
and since the war has become wel! 
known in the Midlands as the author 
of many successful radio stories for 
children. 

“I find hitch-hiking a great way 
of getting to know a diversity of 
people,” says Mr. Linney. “Under 
the relaxing stimulus of a humming 
motor engine, people start talking 

and keep on talking, specially at 
night. I've met many queer and 
many charming characters on my 
numerous hitch-hikes, and every one 
has increased my store of knowledge 
of folk the most important 
knowledge of all.” 


One for the road 


AS long as our old inns remain 
not to mention old prints and the 
Pickwick Papers beer and horse- 
drawn coaches will be associated in 
the public mind. But even the best 
traditions need keeping up, and it is 
good to know that next Monday, 
Sanders Watney Rides Again! Or, 
rather, drives again, for Mr. Watney 
of Watney, Combe, Reid & Co., 
Lid., will once again undertake his 
coaching journey from London to 
Southampton in his famous old “Red 
Rover" Coach. Nine teams will be 
involved, and eight changes of horses 
will be made at many old coaching 
houses along the route. Mr. Watney 
will horse and drive the coach for 
the two stages out of London, and 
subsequently team owners will drive 
the stages which they horse. Through- 
out the journey, Harry Love, one of 
the last of the professional coach 
guards, will act as guard. And 
E. C. Handel, Watney’s advertising 
manager, will be on duty at each 
stop. The return journey will be 
made on Wednesday. 


Contact 


WEEKS WISECRACK 


~w 


“Thanks to Dior,our fashion 
artists are brushing up 
on their knees,” 
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for oll admertising 


| the 700th 


| fair’s h 


Britain takes more space at 
Stockholm’s Trade Fair 


This \ 
be the ¢ 
it will ta} 


s St. Erik’s Fair will 
nth in succession and 
place in the midst of 
niversary celebrations 
of the ¢ of Stockholm. Last 
year wa: the first time in the 
y that Britain partici- 
i pavilion of its own. 

12 issue of ADVER- 
Wreekty last year, an 


pated w 
In the Ju 
TISER'S 


The largest were West German 
Czechoslovakia, Switzerland and 
France. Approximately two thou 
sand exhibitors covered 156,00 
sq. Metres of space 

In 1952 the British pavilion was 
supported by the Board of Track 
and this year the Board will again 
have a stand in the centre where 
all kinds of trade inquiries wil! be 


ADVERTISER'S WEEKLY 


Series & Sais 


(Continued from page]253) 


“Rocks & Dies.) 


BRASS BLOCKS & DIES 


Brass blocks for Foil blocking on 
card or plastics. Bronze cutters 


handled. Certain kinds of exhibits 
of prestige nature will also be 
displayed there The British 
Pavilion is entirely commercial! 
supported by the firms exhibiting 
in it. Most of the other pavilions 
are government sponsored 
Biggest display 

Organising the British pavilioy 
is Miss Thirza West, of We 
Dean Exhibitions Ltd. The 
signer is John’ Lansdell 
actual building will be done bh) 
Lee-Spiller Ltd. of Willesde 
under the direction of Morris 
Dean. 
The biggest single item will be a 
two-island cotton display 
arranged by the Cotton Board | 
which about a dozen of the for 
most names in cotton will be tat 
ing part. Leading gramophone 
and record companies including 
H.M.V. and Decca, are also exhi 
biting. 

The fair is to be held from 
August 22 to September 6 and 
Open to the public every afte 
noon. 


German Threat to Bri- 
ndinavian Markets,” 
iat it was typical of 
Germany to have had 
pavilion at the fair for 
four yc and that they had 
booked | ur times as much floor 
space as that of Britain’s first 
Pavilion. This year's British 
pavilion is taking 14,000 square 
feet making it third after West 
German, and Czechoslovakia. 
Last ycar’s attendance has been 
official!) given as 401,821, includ- 
ing 87.456 buyers. The press had 
700 tickets and their visits were 
very productive, newspapers and 
periodica's carrying generous edi- 
torial publicity. Last year 24 
countries were exhibiting, of 
which 1% had national pavilions 


article, 
tain’s SS 
declared 
Western 
their ow 


~rrr~poses 
Exclusively represented by 


JOSHUA B. POWERS LTD. 
14 Cockspur Street, London, 5.W.1 


for cut-outs. Cutter crush dies for 
showcards, etc. Steel diesfor metal 
——— & AYCKBOURN 

4 CLERKENWELL GREEN, E.C.! 
Est. over 40 years 


aus cara 


€ General Printers > 


OFFSET 
COLOUR 
PRINTING 
Mn a 


WOOD GREEN ‘LONDON N22 
BOWES PARK 3802 


A.B.C. 23,213 
The 


Largest circulation 
CANINE MAGAZINE 
THE 
DOGS’ BULLETIN 


* Hicnest Quatry 
COMPETITIVE PRICES 


TRADE 
PRINTING 
LITHO 


Photo-O ffset, Multi- 
colour work, Showcard 
Prints, Posters, etc. 


LETTERPRESS 


Four Colour Process, 


~~ Saob WC Tom OMe? 


“3? SPRINC | STREET Ww. yy 


Northern screen 
printers’ meetings 


The Display Producers and 
Screen Printers’ Association's 
Northern Branch are to hold a 
series of seven meetings on the 
first Tuesday of every month at | 
the Old Nag’s Head Hotel, Jack- 
son’s Row, Manchester 

Paul W. Sprinzel, managing | 
director, Studio Sprinzel [td., will 
speak at the first meeting, on 
September 1, on “Screen Printing | 
Abroad.” 


Services & Supplies 
( Process Eng neravers ) 


SCOTLAND'S FINEST DESIGNING 
AND PHOTO-ENGRAVING SERVICE 


~~ SCOTTISH STUDIOS ~~ 
AND ENGRAVERS LTD } 


DUGRIEN HOUSE 1% CLYOE ST Giascow 
. CITY 1s “OUBRIEN GLASGOW ~ 
“/nnnes 


& == +5 
be Miscellaneous g# 
Established 1984 


| 40,000 worticuttura 
PHOTO GRAPHS 


OF ALL TYPES 
for ALL PURPOSES 
REGINALD A. MALBY & CO. 
19 Chelmsford OODFORD, £.18 


Unequalled in Kent 


9 Newspapers 
! Order 

3 Stereos 

1 Account 


a Ef eee 
Associated Kent Newspapers 


Accounts Office we 
30 High Street, Chatham (Chatham 2213) 
Advertisement Representatives 


E. W. Player, Led., 30 Fleet Street, E.C.4 
(Central 2786) 


Ilustrated Catalogues, 
Brochures, etc 


F. W. WHITE & CO. 


Letterpress & Photo Litho Printers 
ALBION HOUSE, NEW NORTH ST | 


THEOBALDS RD., W.C1. HOL, 943! 


THE CABLE PRESS 
OFFERS 


a first-class printing 
service for production 
of 
CATALOGUES 
BROCHURES 


HOUSE JOURNALS 
SYSTEM FORMS 


The Cabie ae Publishing 


62 DOUGHTY ST., W.C.1. 


| P your market among the 
people at home and abroad who 


manufacture or use metals ? 


METALLURGIA 


HE BRITISH JOURNAL OF METALS 


Road, W' 
BUCkhurst 0222 HOLT" 
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ADVERTISER'S WEEKLY 


Current Advertising 


‘ V] 7 
McCann's get Wrigley account 
As from January 1, 1954, the 
entire national advertising in the 
United Kingdom for Wrigley 
Products Ltd. will be handled 
by MeCann-Erickson Advertising 


Announcing this move, which in- 
volves the preparation of major 
national newspaper, magazine and 


Record scheme for 
Remington 60 


Remington Rand Ltd. will use 
what is described as the largest pub- 
licity drive ever undertaken for an 
electric shaver to launch their new 
Kemington 60 in the autumn. 

Keynote of the copy will be 
speed. The Remington 60 will | 
sold as the “sixty-sccond shave: 

A mailing shot giving full deta 
of the razor, the campaign and a 
range of blocks for dealer pre 
advertising, has been sent to nearly 
50,000 wholesale and retail electrical 
dealers, chemists, hairdressers and 
other Remington stockists through 
out the British Isles. 

The broadsheet states that for the 
first time the 60-second shave is pos- 
sible kt tells of a test in which 
SO men participated. The average 
time for a shave was 54 seconds 

Consumer advertising starts on 
September | with large spaces in 
national dailies and Sundays 
London evenings, and weckly and 
monthly magazines. The agents ar 
G. Street & Co., Ltd. 


outdoor advertising campaigns for 
Wrigley’s Spearmint, P.K. and 
Juicy Fruit chewing gum, William 
be. McKeachie, chairman of 
McCann Erickson’s London office, 
also stated that the agency's offices 
and affiliates on the Continent and 
in the Middle East would be actively 
engaged in the promotion of 
Wrigicy products in overseas mar- 
ets. 

McCann's were appointed last 
year to handle Wrigley’s in Ger- 
many, where the agency has offices 
in Frankfurt, Hamburg and 
Cologne. 


‘Biggest scheme for 
any chlorophyll 


tablev’ 

Young & Rubicam Ltd. have been 
appointed to handle the advertising 
for Rowland’s chlorophyll tablets, 
a new product of the County 
Perfumery Co., Ltd. 

The tablets are being launched 
with what is described as the “hig- 
west advertising campaign == any 
chlorophyll tablet has ever had.” 

Large spaces have been booked in 
the Daily Express, Daily Mail, Daily 
Herald, Daily Mirror, Daily Sketch, 
Glasgow Sunday Mail and Belfast 
Telegraph. Trade press advertising 
has started. 

The tablets are being marketed 
ina flat green pack which delivers 
one tablet at a time. They retail at 
Is. 9d. a pack. 


256 


BIRD'S CUSTARD 
POSTERS BACK 


Always better with 


BIRDS CUSTARD 


For the first time since the war 
posters are being used for Bird's 
custard These two children are 
featured on sites in London and the 
Home Counties. Young & Rubicam 
Ltd. are the agents 
More Rufjlette ads. 
Thomas French's autumn adver- 
tising campaign for “Rufllette’’ cur- 
tain tapes and curtain runways will 
use Woman and Woman's Own for 
the first time. Main aim is to in- 
troduce the curtain accessories to a 
new, young public. Winter Thomas 
Company Ltd. are the agents. 


Ireetex Ltd. are starting a cam- 
paign for Treetex wallboards in the 
architectural, timber and building 
trades journals Avents are Alfred 
Pemberton Ltd. 
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‘ 
Cereal account 
. 
split 

The Kellogg Company of Great 
Britain Ltd. have appointed 
MeConnell’s Advertising Service 
Ltd. to handle their advertising in 
the Republic of Ireland. 

A national campaign starts in 
August for corn flakes with initial 
half-page advertisements (2 colours 
in the Jrish Press), with follow-up 
10 in. x 3 column sizes in news- 
papers and pages in women’s maga- 
7ines. 

The headline splash for the half- 
pages will be “Now! The finest 
Corn Flake in the world made right 
here in Ireland!” 

Bus sides are booked and point- 
of-sale material prepared. The 
campaign will have the backing of a 
1S-second filmlet, which will be 
shown in 100 cinemas throughout 
the Republic. 


Gala launch a new 


beauty soap 


Full colour and black and white 
spaces have been booked by Gala 
of London Ltd. who are introducing 
a new beauty soap. The campaign 
will run from September to Decem- 
ber. London Press Exchange Ltd. 
are the agents. 


. 
New hair dryer 

Production has started on a new 
Morphy-Richards hair dryer. Ad- 
vertising is still in the planning stage 
and no campaign is expected for 
several weeks. The agents are 
Spottiswoode, Dixon & Hunting 
itd. 


UUM Y' OU U UV VLU OV OVE 


AUSTRALIAN 
ADVERTISING 


= 


ure 


Mr. B. V. Bell an English Advertising 
man, for some years resident in Australia, 
Director of Rickards Advertising Service 
Pty. Ltd., Melbourne, is available in 


PAA: 


England, until carly September, for 


un 


< 


consultation and to provide information 
and advice to any organisation interested 


in any form of advertising in Australia. 


Write for appointment (allowing 
3 days delay) to B. V. Bell, clo 
The National Bank of Australasia 
Ltd., Strand Branch, Australia 
House, London, W.C.2. 
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e AT A GLANCE e 


ACCOUNTS MOVING: 


Kellogg Co. of Great Britain Ltd., Republic of Ireland adver- 
tising, to McConnell’s Advertising Service Ltd.; Wrigley Pro- 
ducts Ltd. to McCann-Erickson Advertising Ltd. 


NEW ACCOUNTS: 


Dexion Ltd. for the J. Walter Thompson Co., Ltd., advertis- 
ing of the Dexion slotted angle: James Sieber Equipment Co., 
Ltd., cloakroom equipment (national and trade press) and 
New Welbeck Ltd... makers of vacuum cleaners (trade press), 
for C. P. Wakefield Ltd.: Leetex Ltd., maker of Klos-Klips 
(trade press), Avant Galleries (London evenings), H. Mindel & 
Son Ltd., boot and shoe manufacturers (national and trade 
press), and Feedrite Ltd., makers of baby feeders (national 
dailies and Sundays, women’s magazines and trade press), for 
New Era Advertising Service Ltd.. Rowland’s chlorophyll 
tablets (national, provincial and trade press), for Young & Rubi- 
cam Ltd.: Crocket Ltd., hardware distributors (national press 
and periodicals) and McKellar Watt, sausage and cooked meats 
manufacturers (provincia! press) for Auger & Turner Ltd. (Glas- 
gow): G. & P. Barrie, aerated waters, and Scottish Clothing 
Company for Sommerville & Milne Ltd. (Glasgow): Gale, 
Martin Ltd., distributors of the Permel magnetic brush (national 
press and selected periodicals) for Auger & Turner Ltd (Lon- 
don): Keystone Knitting Mills (1928) Ltd, for Pictorial Pub- 
licity Ltd 


NEW CAMPAIGNS: 


Surf “banded pack” offer (Lintas Ltd.) national newspapers, 
London evenings, provincials and local weeklies; Kotex sani- 
tary towels (Foote, Cone & Belding Ltd.), women’s magazines; 
Society of British Aircraft Constructors Flying Display (Sep- 
tember 7-13) (C. P. Wakefield Ltd.), national press and posters: 
Gala beauty soap (london Press Exchange Ltd.), full colour and 
black and white spaces in women's magazines; Bird’s custard 
(Young & Rubicam Ltd.), poster campaign; Morley men’s 
underwear (F.C Pritchard Wood & Partners Ltd.) national 
daily newspapers and trade press; Remington 60 shaver (G. 
Street & Co. Ltd.) national daily and Sunday newspapers, 
London evenings and weekly and monthly magazines. 
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Facts and figures about 
ocreen Advertising i the 


Eastern Counties 


S 


_— 


Cambs 
3 CINEMAS |[-"™" Suffolk 
13 CINEMAS 


13 CINEMAS 
4 


7 OR REPRIN T'S of previous 
TCH acvertisements de ‘aling 
. for the London trea, North West 
Lastand West Ridings, the Noy thera 
CHELMSFORD Ce unties, S¢ olland. North Midlan ds 
and the Midlands Please send 
4 postcard to Theatre Publicity Limited 
Sales Promotion Dy partment ‘te 
124/128 Finchley Road, London, NW3 
or telephone HA Mpstead 4424 . 


with ampaigns 


CINEMAS: Jn the Eastern Counties, Theatre Publicity 
can give comprehensive coverage for a filmlet campaign in 
69 cinemas, of which 29 are in the Odeon'Gaumont circuit. 
COVERAGE: Jhe average number of admissions per 
week in these cinemas is 543,614, representing 17-6°., of 
the total population in the area. tising can be used for a regional campaign. Whether 


This is a specimen of the way in which sereen adver- 


SHOWINGS: /n addition to week day performances in you are interested in a campaign to give national, 


all cinemas, your advertising filmlet is also shown on Sunda, regional or local coverage, you can rely on the co- 


in the Odeon Gaumont circuit. operation and advice of Theatre Publicity’s creative 


COST: 4 campaign for 6 months in all of the 69 cinemas and distribution staffs to ensure top flight 
would cost £1,425 for filmlet exhibition on an alternate 


; ; ‘ oduction and exhibition. 
week hasis, and would give a total number of impacts just pr 


short of 7,067,000. 


THEATRE PUBLICITY LTD - Leading Screen Advertising’ 


A COMPANY WITHIN THE J. ARTHUR RANK ORGANISATION 


HEAD OFFICES: 124-128 FINCHLEY ROAD, LONDON, NW3 (HAM. 4424) & SALES & PRODUCTION: FILM HOUSE, WARDOUR STREET, LONDON, W1 (GER. 9292) 
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ADVERTISER'S WEEKLY 


Kaster eggs for 


August 


Space buyers this week are re- 
ceiving a chocolate egg wrapped in 
blue foil, and a litthe card bearing 
the rhyme 

The time has come the chicken 

said, 

To talk appropriations, 

Of day-old chicks, and brooder 

wicks, 

And tractor combinations; 

Why M.P.K. has pulled results 

Which make us say ‘defiant,’ 

Results like’ this will surely 

prove 

A good exg for your client. 

This is part of a publicity cam- 
paign directed at advertising agents 
by Modern Poultry Keeping & The 
Small Farmer, to link up with ap- 
propriation conferences. The cyys, 
which were manufactured speciuilly 
for the scheme were made by Dor- 
lon Ltd., and weigh approximately 
2 oz. cach. They are to be fol 
lowed through the post with a 
specimen copy of the paper and a 
current rate card. The campaign 
was devised and executed by the 
acting ad. manager D. V. Woolf 

* ¥ 

The Times Weekly Review wil! 
give two special Supplements in 
August On August 13 there will 
be a 12-page Survey of Banking 
and on August 20 a 16-page illus 
trated Survey on Northern Ireland 

* * 

The Irish Times has published 
as a small folding card, a guide to 
Dublin City centre, with a map on 


Those who know 


one side and a gazetiecer of public 
buildings, theatres, cinemas, etc., on 
the other 


s * 

The July/August edition of Ford's 
journal Farm has its size increased 
to 9} ins. x 7} ins. Launched in 
July 1950, the journal is distributed 
through the world-wide Ford dealer 
organisation, as well as through 
normal channels, 


. * 

August issue of Light and Lighting 
is devoted entirely to pictures of 
Coronation floodlighting in London 
and the provinces. A foreword is 
written by Sir David Eccles, Minister 
of Works. 

+ * * 

The National Chamber of Trade 
Journal is to be increased in size 
from 20 to 28 pages as from the 
September issue. 


° 

‘Daily Sketch’ ad. 

. 
tie-ups 

Ihe Daily Sketch on Friday had 
a full page devoted to budgerigars. 
An editorial included tips on how to 
keep the birds. The feature was 
supported by cleven advertisements 
by manufacturers of bird seeds and 
suppliers of aviaries and bird cages. 

There was a similar feature on 
Monday when the story of the 
papers move from Kemsley House 
to New Carmelite House was told. 
Supporting ads. were taken by eight 
firms including Trollope & Colls, 
who have erected several newspaper 
buildings, Evan Cook's, removers, 
and the printing firm of Gibbs & 
Bamforth Ltd. 


best about 
advertising.... 


ee 


Wess, Pritchard | 


know best 
about printing * 


| 
WASS, PRITCHARD « co. uo 


85 FENCHURCH STREET LONDON EC3 Tel: ROYAL7141 


* Specialists in Print by Photo-Litho-Offset | 


MORE SALES UP 


Latest A.B.C. net sale figures in- 
clude the following 


Jan.-Jun July-Dec. 
1953 1952 

The Practitioner 22,344 21.722 
The Croydon 

Advertiser 76,644 74.271 
Kentish Times 

serics 81,825 79 BRU 

London Calling 16,04 11,372 


Complimentary 
copies 3,374 3,466 

National News- 

agent Bookseller 

and Stationer 20,298 


18,333 


County quarterly to 
on meee 


The Middlesex Monthly, which 
appeared in March, is to be ab- 
sorbed in a_ greatly enlarged 
Middlesex Quarterly to appear in 
September, price Is. 6d. First issue 
will contain articles describing the 
Thames from Staines to Chiswick. 
Publisher: Ruislip Press, Ickenham. 
Page rate (94 in. x 74 in), £15. 

* * * 

highth in the senes of  pic- 
ture story monthly magazines 
published by Sports Cartoons, Ltd., 
first issue of Speed Kings (price 
6d.) tells stories of high speed on 
the car and motor cycle race track 
and in the air, by means of strip 
cartoons. 


¥ * 

The new edition of the Sports 
Argus Annual, published by the 
Birmingham Gazette & Despatch 
Ltd., is well illustrated with photo- 
graphs of Midlands’ footballers and 
groups. 


How to hear ‘208’ 


A booklet to tell listeners how to 
get the best possible reception from 
Radio Luxembourg is being pro- 
duced by 208 and View magazine. 
It will sell at Is. 6d. 

* * 

A recent “Hatters’ Convention 
Edition” of the Buxton Advertiser 
& Herald carried “Get a Hat!” ad- 
vertisements on its front and back 
pages, and drawings illustrating 
wrong and right choices in men’s 
headwear. 

* 


. 

Last Thursday's Journal and 
North Mail had a page feature on 
the Durham County Agricultural 
Show. Scedsmen, agricultural en- 
gineers and others were the adver- 
tisers, Occupying about two-thirds of 
the page. 

” w * 

As from September Books, the 
journal of the National Book 
League, will be published in royal 
octavo form. It will have 32 pages, 
ten for advertising. 

* * ” 

The Homefinder is to publish a 
series of articles giving brief details 
of new estates and building facilities 
in the Home Counties within a 
radius of 15-20 miles of London. 

. » 

Printers’ Ink, the American adver- 
tising trade paper, has celebrated its 
6Sth anniversary. 

* * * 

TV and newsreel coverage was 
given to the launching of the 
Angling Times national angling 
contest. 

. * ~ 

Starting next week Everybody’s is 
to publish a chart of results of 
soccer matches covering the last 
Six seasons, 
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We Hear 


The President of the Board of 
Trade will respond to the toast of 
“Elizabethan Enterprise” at the 
banquet of the Incorporated Sales 
Managers’ Association on Thursday, 
November 5, at Claridges. 

* * * 


The Fleet Street Players’ annual 
production in aid of N.A.B.S., will 
be presented at the Fortune Theatre 
on Monday and Tuesday, October 
26 and 27. 

* * - * 

The annual! cricket match 
between G. Street & Co. and the 
Orient Line Steam Navigation Co. 
ended in an eight wickets victory for 
Street's — their first win for more 
than 20 years over their redoubtable 
opponents. 

* * s 
£2,700 will be spent on civil 
defence publicity in Kent during the 
six months ending in September. 


Grapefruit aid 


Presentation of grapefruit to 
Channel swimmers was made by the 
public relations department — of 
Mather & Crowther Ltd. on behalf 
of South African citrus growers. 

* * oe 

Mills & Rockleys Ltd. have 
acquired control of the  Scar- 
borough, Filey & District Billposting 
Co., Ltd., of 50/54 St. Thomas 
Street, Scarborough. It will be under 
the jurisdiction of their Hull Group 
office at 45 Beverley Road, Hull. 

* * x 

Bristol retailers are organising 
and staging a “Pleasure and Leisure” 
exhibition from August 27—Septem- 
ber 5, at the Royal West of England 
Academy of Art. 

* x 

Furnishings from two local 
dealers will be used in a show house 
at Hatfield New Town which will 
be open to the public on Saturday. 
The Council of Industrial Design 
have co-operated in the decoration 
and furnishing. 


Inky-way 


The second Young Printers’ Con- 
ference will be held at Keble 
College, Oxford, September 26-29. 
Subjects discussed will range from 
factory layout to interplanetary 
travel. 


* » 

A_ residential course for buyers 
and selling staffs of pottery firms is 
being organised by the Council of 
Industrial Design and will be held at 
the Wedgwood Memorial College, 
Barlaston, Stoke-on-Trent, in Sep- 
tember. 

» * * 

About 40 more meetings are 
planned before October by _ the 
British Federation of Master 
Printers in their campaign to en- 
courage greater interest in the art of 
selling printing. 

* * * 

Publishing & Distributing Co., 
Ltd., have been appointed London 
representatives of the Brazilian 
journal Aeronauta. 

* * * 

Because it disapproves of 
Coventry City Council's insistence 
on its officers belonging to an ap- 
propriate trade union before paying 
them a cost of living bonus, the 
Royal College of Nursing has 
refused to publish in its journal the 
Council's advertisements for health 
visitors, 
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APPOINTMENTS VACANT 


MIDLANDS AREA 


Agency trained representative 
required. Must be experienced in 
selling point of sale media. Will 
be required to develop existing 
list of customers only. This isa 
permanent and pensionable ap- 
pointment of high level and the 
situation is so important and has 
such opportunities that the 
Managing Director will person- 
ally interview every suitable 
applicant. 


MILFORD-ASTOR LIMITED 


Crescent, Salford, 5 


SPECIALIST 


MIDLAND MANUFACTURERS _ are 
establishing a small advertising 
department and invile applications 
from young expericnced men accus- 


tomed to press layouts, copy, catalogues, 
ek Unique Opportunity for those 
secking a position eventually as advertis- 
ing manager. Commencing Salary £500 


per annum. Write, stating age and full 
details of previous experience to 
Box 5165, Ad. Weekly 180 Fleet St EC4 


ARTISTS requiced immedi- 

have a sound commercial 
of Lettering, Layout, Re- 
touching, Figure or Stull Life. Perma 
nent and well-paid situations are 
offered to applicants with the necessary 
qualifications Please write giving full 
details of past expericnce, or call at 
Chamberlain Studios Lid, 2 Ludgate 
Hill, London, E.C.4. Central 3570 


atcly Must 
experience 


ALL ROUND 
ARTIST 


required by 
EAST AFRICAN ADVERTISING 
CONTRACTORS LIMITED 


Must be able to produce both 
visuals and finished art work in 
any media. The successful appli- 
cant will be eligible to join the 
Company's pension and medical 
fund, and will be granted over- 
seas leave with full pay in the 
fifth year of service. Commencing 
salary is according to experience 
and free passage to Nairobi will 
be provided. Interview will be 
arranged with our London 
office, but in first instance write 
by Air Mail, giving details of age, 
experience, marital status and 
specimens of artwork, to: 


MANAGER, P.O. Box 2266 
NAIROBI, KENYA COLONY 


AYOUT AND LETTERING ARTIST 
(female) require J by North-West 
London Stud Write, stating age, 
experience an salary required 


{ r 
Box 5190 Ad. Weekly 180 Fleet St BC4 


London Agency has opening for 
YOUNG 


TYPOGRAPHER 


who will be required mainly 
to prepare layouts and type 
mark-up for printer from 
visuals, artwork and copy 
supplied. Applicants must have 


agency experience in similar 
capacity. Knowledge of pro- 
duction an advantage. Write 
giving age, experience and 
salary required to 

Box 5206 


Advertiser's Weekly 180 Fleet St EC4 


PRODUCTION MAN 
mainly techn.cal accounts 
g00d experience of repro- 
duction Processes and typesetung 
Write in first instance stating age, cx- 
and salary required to 

“197 Ad. Weekly 180 Fleet St EC4 


XPERIENCED 


required 


CLASSIFIED ADVERTISEMENTS 


RATES: APPOINTMENTS VACANT, 4s, 6d. per lime, 405. per display panel inch. 


APPOINTMI \'S WANTED, 3s. per time, 35s. per display panel inch. 


All oiher 


classification. per lire, 45s. per display panel inch. Minimum, 3 lines. Box No 

charge, one \ce plus 9d. covering postage, etc. Series rates on application: all 

advertisemen’) under seven insertions MUSI BE PREPAID. Address “Advertiser's 
Wees 180 Fleet Street, London, E.C.4. CHAncery 8844 (Ex. 25) 


APPOINTMENTS VACANT 


Situations V»ont: “The engagement of persons answering these advertisements musi 
be made throuch a Local Office of the Ministry of Labour or a Scheduled Employment 
Agency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclus +: 


he she, or the 


employment, 


is excepted from 


the provisions of the 


Notification of Vacancies Order 1952." 


STUDIO 
MANAGER 


A senior executive position 
exists in a well-known group 
of Northern designers and 
printers who handle publicity 
for m engineering and 
technica’ companies, 

The postion calls for knowl- 
edge in inning sales litera 


ture and technical publications, 


ability to. discuss publicity 
with clients, and experience in 
managing a first-class team of 
designers and photographers 
Working conditions are excel- 


lent and include a_ pension 
scheme. Applicants should be 
between the ages of 30-40. 
Apply in strict confidence, giv- 
ing fullest details of experi- 
ence, age and salary. 
Box 5160 
Advertiser's Weekly 180 Fieet St EC4 


FINE OPPORTUNITY for young boy 


ASSISTANT DESIGNER required Cap- 


able of executing colour roughs, paper 
models and fully comprehensive work- 
ing drawings for showcards and 3- 
dimensiona) displays, etc. Write, giving 
full details of experience and salary 
required, and submit specimens to Miss 
H. Jobbins, c/o W. M Majo, 33 
Jubilee Place, S.W.3 


learn Commercial Art 
don Studio. Write to 
Box $203 Ad. Weekly 180 Fiect St EC4 


in Central Lon- 


Ist CLASS VISUALISER 

ARTIST required 
Agency experience, good taste, imagin- 
ation and ability to originate sound 
ideas essential, 


A. T. A. ADVERTISING LTD. 
141 New Bond Street, London, W.! 


LAYOUT 


PUBLICITY: 


COMMERCIAL ARTIST required. Must 
be capable of executing first-class 
finished drawings and neat lettering 


Creative ability an advantage but not 
essential. Write, giving full details of 
expericnce and salary required, and 
submit specimens to iss H. Jobbins, 
cio W. M. de Majo, 33 Jubilee Place, 
S.W.3. 

Junior required for 
licity Departmen: of old 

Engineering Company near 
Excellent portunity for 
juvenile seeking an entry into Adver 
tising. Write stating age, salary, ctc., 
Holophane Ltd., Elverton St., London 
Swi 


P. b- 
establishe | 
Victoria 
educated 


LEADING SHOE MANUFACTURERS 
require male or female Block Order 
and Art Library Clerk for Advertising 
Dept London wil Three years 
agency Or advertising mechanical pro 
duction experience essentia Must be 
systematic. Excellent opportunity for 
conscientious person. Five-day weck 
Canteen facilities Write ins first 
instance stating age, e¢xpericnce and 


salary expected t 


> 
Box £202 Ad. Weekly 180 Fleet St BC4 


1o 


for 
neat 


5 Rosebery Avenue, London, E.C.1 


JUNIOR ARTIST 


required 
adaptation work. Must he very 
worker with good layout sense 
Excellent conditions 


MURRAY STUDIO 


TERminus 8770/0073 


ROTAPRINT-TRAINED 


(female) = for 


OPERATOR 
otaprint R Kl u 


machine, required for lara firm 
N W.10 areca Agcd under 30) Knowl 
edge of Typewriter and Vari-lyper wil 
be an advantage Good war an 
working conditions Write, siating ag 


and 
Box 


experience to 
S18S Ad. Weekly 180 Fleet St EC4 


will 


JUNIOR COPYWRITER 


requacd by 
Agency 


variety of 
giving age 


Box $222 
Advertiser's Weekly 180 Fleet St EC4 


well-known 
(LP.A), Successful 
gain valuabk experience on 
National accounts Writs 
and experience (no speci 
mens, plcase) 


Advertising 
applcant 


AN OPENING 


OCCURS for Trair 

Secretary to Sales Director of nation 
ally known manufacturers near Daist 
Junction, to succeed present Secretar 
ir a cw years Initiative en 
couraged: canteen; pension. Send d 
tails age, qual fications, carding 

Box 5200 Ad. Weekly 180 Ficet St £C4 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


ESTABLISHED PRESS 
RELATIONS 
OFFICER 


required for London 
| Advertising Agency to 
handle accounts on 


National scale. 


Write giving details of 
experience and 
salary required to 


Box 5230 
Advertiser's Weekly 180 Fleet St EC4 


EDITORIAL 
established 
trades 


ASSISTANT for 
footwear and 
magazine Applicants 
familiar with trad paper 
subbing make-up imterviewing, ctc 
Full details to 

Box 5192 Ad We 


TOP LEVEL REPRESENTATIVE, A 
well-known national weckly with over 
one milbon net sale, has available a 
postion for a top level representative 
who has a good record tor. selling 


space on mass sak 
papers. The 


magasines or news 
appomtiment is 


a man, under 48 years, who ie keen 
has ability and initiative The pou 
tion offers considerable scope for ad 


vancement Write in firs 
giving full details, which 
treated in strict conti 


fence 
Box 4194 Ad. Weekly 180 Fleet St BC4 


instance, 
will be 


3 Good Men 


ACCOUNTS EXECUTIVE 


with full knowledge of agency routine, pre- 
ferably with experience in the creative field. 


FIGURE ARTIST 


with ability to create living art work in 
a variety of techniques. 


LAYOUT/IDEAS MAN 


who can turn out quick visuals for a group 
of internationally-known accounts, 


These positions carry high salaries with excel- 
lent prospects. First class passage paid. Liberal 


leave arrangements. 


Please write with full particulars of experience to 


Box 5205 
Advertiser’s Weekly, |80 Fleet Street, London, E.C.4 


wanted 
in Far East 


‘Phone your Classifieds to CHA 8844 (Ex 25) 


must be 
Mactice, 


kiv 180 bleet St bC4 


open to 
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ADVERTISER’S WEEKLY 


PUBLACTTY MANAGER requir 
well-known 
Lachusiasti young man of 


holesale PF ashior , hy 
eoman 


with all-round advertising az y ex- 


perience and/or 


fashion hou« €x- 


perienor Able to present Jeas with 
a punch in layout form, ord blocks 
typesetting, etc. Responsible t) Manag 
ow Director for all Trade National 
fasmon Magazine advertsing, Direct 


Mail. Splendid opportunity for - riant 


person) Write in contiden 


Hox S199 Ad. Weekly 180 Fleet "Se EC4 


PUBLICITY 
EXECUTIVE 


LANSING BAGNALL LTD. 
at Basingstoke 


have an excellent opportunity toc 
young man with creative ideas, ¢n 
thusiasm and initiative if possible 
with engineering background Must 
have good knowledge of all aspees 
of Modern Publicity 

This is @ permanent and progressive 
position to the eight man 

Applications will be treated in 
strictest confidence but should give 
fullest details of all experience up wo 
the present time, age, present salary, 
et, and should be addressed tw 


The Managing Director 


LANSING BAGNALL LTD. 
Basingstoke, Hants 


SECRETARY S/TYPIST required Strand 


Hours 9.30-5, no Sats 
arranged Congenial 


Olidays @ 
employment 


5 


Capable cover routine small office, also 


act in absence of Director whe 
trained. Fullest details experience, ax 
salary required 

Box 5201 Ad) Weekly 180 Flee: St 


n 


4 


| 


| 
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‘CLASSIFIED ADVERTISEMENTS | 


LETTERING ARTIST —- fools 4 
APPOINTMENTS VACANT | BE pe 


Situations Vacant: “The engagement of persons answering these eae must 
be made through a Local Office of the Ministry of Labour or a Scheduled Employment 
Agency if the applicant is a man aged 18-64 inclusive or a woman aged 14-59 inclusive 
unless he or she, or the employment, is excepted from 
Notification of Vacancies Order 1952." 


| Lane, W.C.2 


subjects, 


PHOTO COLOURIST: EXPERIENCED, 
used to very large 
by display of ganisation in London 

the provisions of the State experience 


required 


salary required 


Box 5!k7 Ad. Weckly 180 Fleet St BC4 


PRODUCTION ASSISTANTS 


required for busy agency 
Able to work on own initiative. 
Experience essential 
Apply 
NEW ERA ADVERTISING SERVICE LTD. 
107 Fleet Street, E.C.4 
or telephone CEN 5704 for appointment 


PRINT PROGRESS ASSISTANT, Ad- 
vertising Department of Glaxo Labo- 
has a vacancy in its busy 
Print Production Section for a Progress 
Duties include block order- 
ing. proof checking of technical mat- 
ler (pharmaceutical and medial pub- 
licity) and routine responsibilities in 
handling of print production by all 
Applicants from Printer's 
or Agency Production 
Department preferred. Starting salary 
6d. per week if experience 
Superannuation and Incentive 
Scheme benefits follow. Please write, 
giving appropriate information about 
yourself to Senior Personne! Officer, 


ratories Ltd, 


Assistant 


processes 
Order = Offoe 


£7 «14s 
suitable 


Glaxo Laboratories Lid., Greenford, 
Middlesex ¥ 
COPY TYPIST (20-30), required for 


Media Department of 


would be considered; ‘-day week 
Write, 


Lid.. 9 Berkeley Street. W.1 


ADVERTISEMENT CONTRACTORS re- 
quire Sales Manager for their London 
office. Must be fully experienced in 
training and administration of sales 


staff and have fiest-class personal sell 


ing record, Salary and commission in 
Appl cations 


region of £1,250-£1,500 


with full setails of experienc 
Box 5224 Ad. Weekly 180 Ficet Stkc4 


Advertising 
Agency. One accustomed to typing 
Space Schedules preferred, but appli- 
cant having sound general experience 


Stating age, experience and 
salary eequired to Secretary, Greenlys 


and Sickness Schemes. 


reference VC 868. 


expanding organisation. 


MAJOR OIL COMPANY 


distributing internationally famous brands seeks 


Visualiser / 
Copywriter 


age 28-35, with ability to write sound selling copy 
on semi-technical subjects for promotion brochures, 
direct mail, exhibitions and special displays. 


Applicants must have first-class training and 5/10 
years’ practical experience, preferably in publicity 
department of national advertiser or trade journal. 
The position is anew one and should appeal to those 
seeking greater scope for their abilities in an 


Applicants should write giving full details, quoting 


Box 5204 
Advertiser’s Weekly, 180 Fleet Street, London, E.C.4 


Pension, Life Assurance 


Street, 


ACCOUNT 
EXECUTIVE 


A. N. Holden & Co. Ltd., 94 Mount 


W.1, 


Account Executive with long and 
varied experience of controlling im- 


portant national accounts. 


Apply in writing please, to 


the Managing Director. 


requires a top level 


reqyited for 


direct-mai! 
for a man 


ence, age 


a'l-rounder 


Write, 
Box S212 Ad 


offices and 


tion offers 
portunity to 


will have 


wanted for 
expenses to 


\ GO Magazine 


DIRECT MAIL 
ategic Vacaney in Sub- 
suription Sales Dept, of well-known 
Fieet Street group 
lishing companies 
least S years’ 


Must have« 
sound experience of 


prospects, attractive 

practical .deas and 

Particulars of experi- 
. et strict confidence to 

Box 5093 Ad. Weekly 

WE REQUIRE AN ARTIST. 


industry. Full 


can produce adapta- 
tions and layouts 
lettering and occ ynal colour roughs. | 
The job is permanent and pensionable, 
a young man, 30-35 | 
living within easy reach | 
of our West London tactory, We manu- 
houschold products 
workd-wide 


and we must have 
years of age, 


facture first-class 
and have a 
stating 
salary required 
VISUALISING OPPORTUNITY: New- 
ly-formed direct-mail firm with city 
and sound organi- 
sation for contact, 


capable visualiser. Must 
have some agency or 
originality and 
teresting clients’ 


ability to produce in 
uughs. At first he 
accommodation and 
a small amount 
After trial period the right man will 
be offered a partnership, not neces- } 
sarily involving 
Box S198 Ad. Weekly 180 Flee: St BC4 
CLASSIFIED ADVERTISEMENT check 
ing and invoicing clerk fully experienced pany. Wide 
required by leading Agency, Hours 9 to applications answered 
Box SIl6 Ad. Weekly 180 Flee: St BC4 
Photographic 
required for Fashion Magazine. Must 
REPRESENTATIVE be capable of 
reasonable speed 


cash investment 


5-30. S-day weck 
ing age, experience 
Box 5166 Ad. Weekly 180 Fleet St EC4 
ADVERTISEMENT 


Salary required to 


experienced man. Apply 


aged 35 or under, 


for appom.ment 

{ periodical pub- perience, age 

had at licity Ltd, 
EC4 


Scope excellent 
terms and security 


4 £500-—4750 per 
180 Fleet St BC4 experience 


A good 


EXPERIENCED RETOUCHING ART- 
ST required for agency Studio. Write 
giving details of ex- 
etc., to Scientific Pub- 
Clifford's 


Inn, Fleet St., 


ADVERTISING MANAGER (either sex) 
required for firm 
Interest in fashion and experience in 
an advertising agency desirable. Salary 

annum, 


of dress makers. 


according to 


Box $172 Ad. Weekly 180 Fleet St EBC4 


for press, finished 


reputation 
experience and 


180 Fleet St BC4 


copy and produc- 
ground-floor op- 


similar experience, 


free-lance work 


CREATIVE 


LAYOUT 
ARTIST 


WANTED 
BY LEADING LONDON AGENCY 


Must be experienced in 


National Advertising 
Appreciation of Typography. 


Box 5229 
Advertiser's Weekly 180 Fleet St EC4 


SECRETARY, 


Full details includ- 


FIRST CLASS 


Good salary and 
experience and 
Pall Mali, SW 1. 


Matric, 
prsing; age about 


keen and enter- 
for small com- 


scope. Write fully. All 


Printer 


quality work at 


Write stating age. 


required to 


Box 5176 Ad. Weekly 180 Fleet St EC4 


*Phone your Classifieds to CHA 8844 (Ex 25) 


P= 4 : - ° = 8 — Ri ie ae 
x |] = Pe 
| | Be 
; | Ee i | F . a 
| 
a 
| | | 
| | | pe 
8 | a ee 
cag rr pe 
ie Co ee 
y 4 | 
Ve ee | 
| 
‘ ee ee 
: ee | | es 
z | | 
i" es 
. Po | 
F | tt Cid 
: Po 


Aucust 6, 1953 


PPOINTMENTS VACANT 


Owing to rapid internal devclopment 
following are immediately required 
for Silk-screen display and Sign- 
writing works On East Coast: 

(1) WORKS FOREMAN. 
(2) COMPETENT POSTER 

and TICKET WRITERS. 

(3) FIRST CLASS ARTISTS 
to design for Silk-screcning 

Also to serve on North East Coast, 
a Manager required to run similar 
establishmem. All permanent posi- 
tions carrying good working condi- 
tions, including Staff Pension, Sick- 
ness Benefit Schemes Apply in 
writing, stating qualifications and re- 
muneration gequired, to Mills & 


Rockleys, Ltd., Crown St., Ipswich. 
Phone 51617. 


PRODUCTION. First<lass young man 
with sound advertising background re- 
quired. Adaptations, block orders, in- 
strucuons fore both press and print, 
etc. Write, giving details of experience, 
age, salary required, to Joughin Ad- 
vertising Ltd., 23 North Steect, Guild- 
ford, Surrey 

A GROUP of London Suburban Week- 
lies require an advertisement represen- 
tative, age 30-35, to obtain national 
advertising. Excellent prospects. Par- 
ticulars of experience in confidence to 
Box S191 Ad. Weekly 180 Fleet St EC4 

ADVERTISEMENT REPRESENTA- 
TIVES, cither sex, one cach for London 
and = Edinburgh-Glasgow, for  long- 
established high-class social publica- 
tions without competition, wanted with 
top-level and agency connections in all 
Luxury Trades such as Jewellery, An- 
tiques, Furs, Fashion, Travels, Wines 
and Spirits, etc., etc. All cards pre- 
pared by strictly specialised publicity 
Box 5225 Ad. Weekly 180 Fieet St EC4 


INDIVIDUAL ARTISTS 
7 Maddox Street, W.! 
require the following artists for 
work on national accounts 
CREATIVE LAYOUT 
AND DESIGN 
LETTERING 
STILL LIFE 


and JUNIGR FASHION 
ARTIST to train under leading 
Senior Figure Artist 


Telephone MAYfair 4316 
for appointment 


CLASSIFIED ADVERTISEMENTS 


ARTISI juired for preparation of 
technic lune drawings. Call with 
specim at Personnel Dept., Ges- 
Nis. Broad Lane, Tottenham, 

PRODL ¢ i1ON ASSISTANT, young but 

required for copy detail 
Apply Production Manager, 
(international Advertising 
2), 14 Half Moon St., W.1 


— class ARTIST required 
xperienced in 
Fashion 
reprod n. Top 
strict jence to 
Box * \d. Weekly 


in Lon- 
colouring and 

Photographs fo 
salary Write n 


re.ouc 


180 Fleet St EC4 


EXHIBITION 
ORGANISER 


British 


Industries 
fully experienced 
take executive control from 
to compleion of British 
to be held overseas. Salary 
(OO plus living allowances 
ad. First assignment of! 
months’ duration but pos 
of permanent post may 
Proof of practical and suc 
xperience is essential. Reply 
in wr a by August 17 to Exhibi- 
tions, | BI, 21 Tothill St., London, 
S.W.l 


mn of 


ices of 


cesstul 


G — LETTERING 
nowledge of air brush work an ad 
some for women’s magazines. Stat 
age, experience and salary required, 
Box S146 Ad, Weekly 180 Fleet St EC4 


ARTIST required, 


LAYOUT ARTIST AND 
VISU ALISER 


required by 
ageny ome 
know ac of 
tage 

and a 
£400 ¢ 
expenence to 


Progressive London 
finished 

typography an 
Opportunity for advancement 
pension scheme. Salary £350- 


rite stating age and 


Box 
Advertiser's weeny od Fleet St EC4 


CHAIN STORE FURNITURE, 
pericneced artist, able to 
class ne drawings for 
vertisements, wanted by London 
agency (1.P.A.). Call, with specimens 
Studio Manager 130 Fleet Street, E.C.4 

ASSISTANT for Space Dept. require! 
immediately. Write giving full details 
of experience and salary required to 
Box 5193 Ad. Weekly 180 Fleet St EC4 


Ex- 
produce first 
furniture ad- 


LAYOUT ARTIST for London Technical 
Agency. Applicants must have previous 
Agency experience and be capable of 
producing high<lass layouts. Holidays 
as arranged Full details to 
Box 5112 Ad. Weekly 180 Fhet St BC4 

REPRESENTATIVE required tor well- 
established Commercial Art and Photo 
graphic Studio in cenral London 
Write giving . particulars of salary 
required, ectc., to 
Box 5218 Ad. Weckly 180 Ficet St BC4 


DISPLAY AND 
EXHIBITION MANAGER 


fully qualified, required by large 
well-known domestic appliance manu- 
facturers 

The appointment involves full res- 
ponsibility for a large Department, 
for the designing and general ad- 
ministration of all exhibitions and 
Displays on a national scale, includ- 
ing control of all contractors and 
standfitters. 


Applicant must have had previous 
successful similag experience. Write, 
with full particulars, including age 
and salary required, to 


Box 522! 
Advertiser's Weekly 180 Fieet St EC4 


DISPLAY-DESIGNER 
in litho 


with experience 
silk-acreen printing and exhi- 
bition stand building, and preferably 
with selling capabilities. Housing ac- 
commodation available. First-class man 
eequired. Apply in writing to: Par- 
tridge & Love Ltd., Wick, Nr. Bristol. 


EXPERIENCED LAYOUT MAN 
requred for print production de- 
partment of London Agency Able 
produce own visuals and semi 

1 layouts (norma.ty pencil) for 

ss leaflets, folders. etc. Write 

full details of prevous ex- 
perience, age and salary required to 


Box 5208 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISING MANAGER. Male or 
femal Able to handle advertising for 
two ladies’ fashion shops and to pro- 
duce fashion sketches for reproduction 
Salary according to: qualifications. Ap- 
letier to L. Parnes, 15 South 
Romford, Essex. Or personally 
incsday or tEriday beiween 1.30- 
at above address 

required in the Production 
tment of large West End Agency 
ous experience necessary. Weite 
age. salary required, e:c. to 
5209 Ad. Weekly 180 Fleet St BC4 


A FIRST CLASS 
MANAGER 


Wanted by a well-known 
pany in the North 
in Pa nted Signs, 
ters. Neons Signs 
a Manager tw be 


ASSISTANT 
Depa 


Sign Com- 
of Englang dealing 
Wood Cut-out let- 
Show Cards, etc 
engaged on a salary 
bas with commission on profits 
Applicant must be a keen Salesman 
and nsess a practical knowledge of 
the Industry. Write in the first place 
giving details of career and salary 
required to 


Box 5223 
Advertiser's Weekly 180 Fieet St EC4 


THERE IS A VACANCY for a brigh 
lad aged 15/16 in the Advertisin, 
Department of a leading Publishiny 
Company Apply 

_ Box 5177 Ad. Weekly 180 Fleet St ECs 

PRODUCTION ASSISTANT -Keen an 
sysicmatic young man required k 
medium sized = = agency Experien 
desirable but for the tight man m 
essential Phone Production Mana 
ger, Regemt 3891. 

MANAGERESS for 
(London). Practical 
capacity 
Box 5217 Ad, Weekly 180 Fleet St BCs 


APPOINTMEN TED 


THOROUGHLY EXPERIENCED 
tising executive A.M.1LAM.A, 
secks posiiion as Advertising Manag 
or Assistant Manager, Excciicmt a)! 
round capabilities 
Box 5220 Ad. Weekly 180 Fleet St BC4 

CREATIVE ART DIRECTOR. \> 
expericnced visualiscr-copywriter with 
ready flow of practical, selling ideas, 
Dlus executive experience, would lk« 
to join live small, or medium agen 

firm but kindly hand! 
Box 5195 Ad. Weckly 180 Fleet St bO4 

SHORTHAND-TYPISTS. Private Seccre- 
taries, Clerks, cic you are in 
urgent need of staff, contac: Embassy 
Bureau, Excel House, Whitcombe 
Sureet, W.C.2. (WHitehall 5924). We 
specialise in efficient personnel. 

ASSISTANT ADVERTISEMENT MANA- 

SER, aged 25 years, DAA. finalet 
with 34 years’ experience, both selling 
and administration, wishes to jom 
agency staff as Assistant Account 
Executive but will be pleased wo con 
sider any other suitable offers 
Box 5138 Ad. Weekly 180 Fieet St EC4 

STUDENT. Virile mind, able to visual 
ise; knowledge layout; keen copywriter 
wishes to join Agency to develop high 
cTeative potential, Salary unimportant. 
Box 4341 Ad. Weekly 180 Fleet St E(4 

ADVERTISEMENT MANAGER (4)), 
London Trade and Technical Journals, 
top space salesman, expericnced 
managership, sciling, promotion 
journal production, secks similar 
culive posiuon 
Box 5214 Ad. Weekly 180 Fleet St bC4 

DISPLAY EXPERT, Designer 
tional travel experience > 
Europe Secks position provincial sub- 
urban Departmental Store, etc. Active, 
not office wallah, Situation important, 
not salary 

__Box 5215 Ad. Weckly 180 Fleet St BC4 

ACE SPACE SALESMAN, covering ail 
Britain, wishes to represent additional 
Publicity House, Replies are invited 
from principals who require the eer- 
Vices of, and can support, a man 
whose personality and capabilities are 
immense 
Box 5238 Ad 


Duplicating 
capericme 


Bureau 
simul 


adve 
age 2 


and 


cac- 


Interna- 
SA 


Weekly 180 Fleet St BC4 


_ FREE LANCE SERVICES 


FREE-LANCE ARTIST can undertake 
Lettering, Layout and Retouching 
First<lass work, rapid service, reason 
able charge. Lyons, § Dove House 
Gardens, E.4 

FASHION ARTIST 
work 
Box £210 Ad. Weekly 

COPYWRITER, Fre: 
phrases American 
sider British 
Box S211 Ad 

FREE - LANCE 
Perienced, 
onl 


y 
Box 5171 Ad. Weekly 180 Ficet St BC4 


SALES AND WANTS 


GRAPHOTYPE ADDRESS PLATE em- 
bowsing machine for sale, hand oper 
ated, class 6140 for B plates 
Edwards Ltd, 359 Euston Ro 
don, NWI! 


requires’ Freelance 


180 Fleet St BC4 

Lancing slogans and 

Market, would con- 

Agents 

Weekly 180 Fleet St BC4 
RETOUCHER, x 


requires good clas work 


ADDRESSOGRAPH OUTIIT 
Electric Graphotype Model 
Flectric Addressing Machine 
Fl1B; two 18-drawer Cabinets 
Trays; 6,000 “B" Index Frames, 

excellent condition. 
Price £140 
Would Separate 
M.S.S. 49, Tattenham Grove. 


| pom 


ADVERTISER'S WEEKLY 


SALES AND WANTS 


IMPROVED ho FILES. 
list. GAZEBO, $7 Packington Road, 
Acton, London, W.3. ACUm 4731 


ACCOMMODATION 


FASHION ARTIST offered free acoom 
modation and small amount of regular 
work in Strand office 
Box 5173 Ad, Weekly 180 Fieet St BC4 


BUSINESS OPPORTUNITIES 


SHOW CARDS, CUT-OUTS 
ADVERTISING FOLDERS 


by photo-litho or letterpress 

photo-litho process plant) 

CARILLON PRESS LTD. 

Fine Colour Printers. Bournemouth 
Telephone Boscombe 36835 

London Office 98-100 Fleet Street, 

E.Cc4 Phone: CENtral 1740 


Ask for 


(own 


OLD ESTABLISHED Newspaper Rep 
resentative desires working arrangement 
with similar business with view to 
amalgamation 
Box 4178 Ad. Weekly 180 Fleet St EC4 

WANTED to purchase, small recognised 
agency. Replics treated confidentially 
Box 4183 Ad. Weekly 180 Fleet St BC4 


CLAPHAM 
ADVERTISING STUDIOS 


First class Models 
available for all Studios 


Anything supplied for 
photographic illustrations from 
a flea to an elephant, 


Give us a ring Day 
or Night 
MACaulay 8621 


23 The Pavement 
Clapham Common: S.W.4. 


SIRPI (H. de la Chassaigne—P. 1} 
Gomez Homen), International Service 
Agency, Via Visconti di Modrone, 6, 
Milan 

PIN-UPS for Advertising Agents Free 
lance artists and printers. Particulars 
of these and of our enormous Model 

apply Phihp Gotlop Photographs 
24 Church Street, W.8. WES 


Britain. No 
(Batab. 


collected throughout 
— no charge. Brilegal 
80 Leeds RG., Bradford 


sketch pads... 


Perspective sketches made 
simple! Each pad contains 


overprinted grids, making 
three dimensional sketching 
swift and simple. Ideal for 
Designers, Artists, Technical 
Ilustrators, etc. 


TECHNI-PAD 


for perspectives 


Price 

4/2 per pad. 

No Tax 
TECHNIGRAPHIC (BRISTOL) LIMITED 

Hampton Lane, Bristol, 6. Tel. 36396 


*Phone your Classifieds to CHA 8841 (Ex 25) 
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ADVERTISER'S WEEKLY 


Advertiser's 
Reekly 


THurspDaAy, AuGuUsT 6, 1953 


S. a copy 
52/6 a year 
Post free 


55/-' (overseas) 


Three officers in every local 
authority read Municipal 
Engineering each week—the 
engineer and surveyor, the 
public cleansing officer and 


S 
the sanitary inspector. 


Municipal Engineering is the 
<q q 
specialised medium which 


reaches these buyers. 


MUNICIPAL 
ENGINEERING 


4 Clements Inn, London, W.C.2 


STOP PRESS 


PR AGENCY SPLITS UP 
(see page 231) 

Alan Campbell-Johnson states he 
will continue to act for clients he 
has hitherto serviced. Lady Tweeds- 
muir, M.LP., is co-director. Mrs. 
Ruth M. Smith, lon M. Bravy and 


Philip Codd appointed to executive 
staf. 


TALC, SHAMPOO 
WITH CHLOROPHYLL 


Henry C. Miner Ltd. launching 
new deodorant talcum powder and 
liquid shampoo containing chloro- 
phyll. London Press Exchange Ltd. 
are handling the advertising. 


NEW SPECIAL AREA 


Certain parts of North Riding of 
Yorkshire have been approved as a 
special area. 


John D. Drummond, formerly 
with Kemsley, has joined “Picture 
Post” as administrative editor and 
will be responsible to Frank Dow- 
ling fer the production and photo- 
graphic side of the journal. Lionel 
Birch continues as assistant editor. 

George E. Mackenzie, who has 
been with the Brittain Publicity Co. 
for nearly 10 years, has resigned his 
position of city advertisement man- 
ager of “The Recorder.” 

Last Friday's issue was the 1,700th 
number of the “South Devon 
Times.” The paper has been pub- 
lished without a break since 1921. 
the original selling price of one 
penay has never been changed. 

Scottish Tourist Board are co- 
operating with British Travel & 
Holidays Association in scheme 
whereby “photographic interviews” 
ave arranged with American visitors 
to Scotland. Pictures and stories are 
then sent to newspapers in visitors’ 
home towns. 

Norman Herbert Knock, who 
before his retirement in 1949 was 
for many years ad. manager of 
“The Times Literary Supplement,” 
has died, aged 69. Funeral service, 
Putney Vale crematorium, Saturday 
iL a.m. 


Members of Indian Journalists’ 
Association, Great Britain, includ- 
ing president, Dr. Tarapada Basu 
of “Hindusthan Standard” and Sir 
Francis Low of “The Times of 
India,” visited studios of Cockade 
ltd. at South Kensington to see the 


Patricia Sullivan, receptionist at 
Auger & Turner Ltd., has been 
elected Queen of Twickenham Fair 
for the second year in succession. 


Published by the Proprietors, BUSINESS PUBLICATIONS, Ltd., at their office at 180, Fleet Street, London, E.C 4 (Phone: Chancery 8844.) 
August 6, 1953. Printed in England by Staples Printers Limited at their Great Titchfield Street, London, establishment. 
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